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Prepare Now to Combat Annual Out-Door Opposition! 
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KNOW- ANOW-POLICY GAINS FORCE! 


FATT UECET 
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SLUMP IS OVER, = 
PROFITS AHEA ve 
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DRIVE‘WORST’ IS OVER EFFECTIVE APPLICATION OF 
‘KNOW YOUR ORGANIZATION’ 


SLOGAN SOUGHT BY MR. KATZ 


Returning to his office after an absence of several weeks, 
President Katz almost immediately turned his attention to-. 
wards speeding up effective application of the new Publix policy 


WAY OPEN FOR 
UNHINDERED 
PROFITS 


Despite the fact that we have 
just passed through one of the 
most depressed periods of the 
year from a box-office view- 
point (Lent and Holy Week), 
the actual count of receipts all 
over the circuit for the first 
part of the Second Quarter 
Profit Campaign shows a spurt 
of increased profits, never be- 
fore equalled during similar 


period in the history of Publix. 


Executive Vice 
President Sam 


See page| Dembow, Jr., ex-| 
two for de-| pressed his ex- 
tailed infor-| treme  gratifica- 

tion with these 


mation _ re- 
garding the 
activities of 
the various 
_| divisions. 


results and de- 
clared that, with 
this obstacle defi- 
nitely behind us, 
the way is now 
clear toward the 
highest profit 


peaks. 


easily attainable if the same pace|he covered activities 
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BOX-OFFICE 
MANNA!!! 


: 

Y 

t 

: Bl 
. George Bancroft in ‘‘Ladies 
i Love Brutes’’ has had a few 
s Playdates around Publix cir- 
¢ cuit and reveals the follow- 
* ing: 

{ “SAN FRANCISCO: Gross- 
: ed a week’s average in three 
; days. 

® DETROIT: Grossed a 
t week’s average in three days. 
$ HOUSTON: Reached 
¢ week’s average in three days. 
: FT. WORTH: Topped 
¢ average week on third day. 

¢ 


ga ve 
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BENEFITS OF 
GUNVENTION 
INGREADE 


Following his _half-circuit 


He believes this will be| tour of Publix, during which 


in the 


or an accelerated one, will con- Patiic Coast Division, Texas, 


tinue. 
“The results of the campaign 


(Continued on Page Three) 


EIGHTH SESSION 
QF MANAGERS’ 
SCHOOL OPEN 


Highth Session of the Publix 
Managers’ Training School opened 
Monday, April 14th, with 35 man- 
agers and assistant managers from 
the field in attendance. 

“This is one of the largest 
classes selected for training at the 
Managers’ School,” stated John F. 
Barry, Director of Personnel, in 
announcing the men picked for the 
course. ‘Every Division in the 
company is represented. 

“Division Managers are already 
recommending men from their ter- 
ritories whose record and experi- 
ences justify the company’s invest- 
ment in their training at the fol- 
lowing session of the Managers’ 
School which, will start in July. 
The fact that opportunity for 


training at the Managers’ School 


is offered to managers and assis- 
tant managers whose record with 
the company is outstanding now 
serves as a powerful incentive 
everywhere. - 
Exceptional Results 

“The importance of the assign- 
ments given the men who complet- 
ed training at the Managers’ 


| Chicago, Great States, North 
West, and Saenger territories, 
David J. Chatkin, General Di- 
rector of Theatre Management 
discovered many new develop- 
ments from the recent Chicago 
convention. Mr. Chatkin start- 
ed his circuit tour immediately 
following the Chicago conclave. 

“That gathering of 250 Pub- 
lix executives, made up only of 
showmen who were graded up- 
ward from the rank of District 
Manager gave the entire cir- 
cuit its first real feel of the 
magnitude and splendid oppor- 
tunities for advancement this 
company affords. 

“Up to that time it was difficult 
for a manager in the field to visu- 
alize in personal terms, the magni- 
tude of Publix. Now however, the 
thousands of chances for advance- 
ment in every grade, are apparent 
to everybody, 

“The convention gave the Home 
Office its most comprehensive 
knowledge and ‘feel’ of the prob- 
lems that face the men in the field, 
and likewise it afforded the show- 
men in the field an excellent 
chance to learn and sympathize 
with the needs of the men in New 


York. 
“T found a brand new, and sen- 
sationally intensive enthusiasm 


wherever I went. This applied not 
only to the particular job of the 
moment, and to the Second Quar- 


School on April 5th is an indica-|ter Profit Push, but to the future, 
tion of the company’s attitude|both of the company and the in- 


Continued on Page 5 


dividual, as well.’ 


: BYRD CAMERA 


MEN GUESTS 
AT BANQUET 


A “Welcome Home” banquet, 
tendered Tuesday night by Para- 
mount-Publix officials to Joe 
Rucker and Willard VanderVeer, 
Paramount Newsreel cameramen, 
and attended by notables from al- 
most every walk of life, gave 
doubly significant thrills to show- 
men of the two organizations who 
were present. 

First, it was a tribute to two 
brave Paramount showmen. The 
appreciation and admiration for 
their courage and ability was 
summed up in most glowing 
fashion by Adolph Zukor, Sidney 
R. Kent, Emanuel Cohen, and 
A. M. Botsford, for Paramount- 
Publix, and by George Akerson, 
representing President Hoover; 
Hon. James J. Walker, Mayor of 
New York; Rear Admiral Taylor 
of the U. S. Navy; and John La- 
Gorce, of the National Geogra- 
phical Society. The banquet also 


(Continued on Page Four) 


slogan, “Know Your Organization, 
during the convention last month in Chicago. 
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DON’T LOSE IT! 


: 

: The envelope bearing your 
$ weekly allotment of PUBLIX 
4 OPINIONS, contains press 
¢ sheet, especially prepared for 
{ the exploitation of N. V. A. 
¢ week, April 27 to May 4, 
; Only one is available for each 
3 theatre. So don’t lose it, but 
¢ see that it gets to the person 
; working on the campaign. 

a Remember that Messrs. 
¢ Katz, Dembow, Chatkin and 
i Botsford are expecting you 
« to make as splendid a show- 
$ ing as possible in _ this 
; N. V. A. campaign. The 
¢ press sheet which you will 
$ receive will assist you in ob- 
; taining results, if you apply 
; its suggestions intelligently. 
so 
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START FIGHTING OUT-DOOR 


LURE NOW, 


SAYS MR. KATZ 


Indicating if as the next serious does probe upon which the com- 
bined brain-effort and energy of Publix must be concentrated, 
President Sam Katz, requests that every one start thinking NOW 


about how to combat the out-door opposition which, 


NEED FOR N.V.A 
RELIEF DRIVE 
IS ACUTE 


Week of April 27th to May 
Ath, Actor’s National Jubilee 
Week, will witness the most 
intensive nation-wide drive for 
funds in the history of show 
business, launched by the 
Variety Managers’ Protective 
Association in behalf of the 
National Variety Artists. 
Adolph Zukor represented Par- 
amount-Publix at the V. M. 
P. ‘A. meeting to perfect plans 
for the week’s drive. 


One million dollars is sought, ) 


to fully equip and maintain the 
N. V. A. Saranac Lake Sanatorium 


Continued on Page 5 


every 
summer, makes appreciable in- 
roads upon the box-offices of the 
circuit. 


“Installation of refrigera- 
tion,’? declared Mr. Katz, ‘‘de- 
livered a lasting blow upon this 
type of opposition. For that 
reason, it is so vitally important, 
as Mr. Chatkin pointed out in 
the last issue, that all cooling 
and ventilation plants be look- 
ed after at once and put in per- 
fect order before the coming of 
hot weather. However, much 
is left to be done in combatting 
the lure of out-door attractions 
which yearly draw prospective 
patrons away from our theatres. 


“Being in the entertainment 
industry, our job is to so con- 
duct our business that it coin- 
cides, in every detail, with the 


' natural instincts for enjoyment 


and recreation of the public. It 
is because Publix, since its very 
start, has so scrupulously fol- 
lowed the principle of ultimate 
public welfare, that it has at- 
tained its position of leadership 
in the industry. Now, no one 
will dispute that the fresh air 
and sunshine of beaches, golf 
links, motoring and other out- 


(Continued on Page Three) 


” which was first launched 


During his absence from 
Home Office duties, Mr. Katz 
was enabled to intimately ex- 
amine many of the current and 
rapidly changing conditions in 
the industry generally, as well 
as to study first hand a number 
of Publix field operations. 
While he was thus prevented 
from attending the convention 
in Chicago, he more than 
made up for his absence by the 
value of his observations else- 
where, and his opportunity to 
put the information thus glean- 
ed into practical use. 


“T regard ‘Know Your Or- 
ganization’ as more than a mere 
slogan,’’ he said. “It is a policy 
that affects everyone in every 
grade. : 

“Had I been at the Chicago con- 
vention, I would have elaborated 
in detail on exactly what I mean 
by ‘Know Your Organization.’ 

“Pundamentally, I meant to 
convey that Publix must be guided 
by a central organization. Motiva- 
tion of that central organization, 
of course, must come from, and be 
influenced by, activities in the 
field. The central organization 
which we call the Home Office, 
however, must in the final analysis 
be the guiding mechanism. Eivery- 
thing and anything in the com-— 
pany must tie into and radiate 


(Continued on Page Three) | 
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N.V.A. DRIVE | 
DEPOSITS 


27 to May 4, benefit collec- 
tions will be taken between 


shows for the N. V. A. Total 


} 

During the week of April 
amount collected each day is : 
to be deposited with theatre 
receipts. Special notation of ; 
the amount should be writ- ; 
ten on both the deposit tick- ¢ 


: 
i 
; et and the box office report. 
: 
H 
i 
: 
{ 
$ 
; 
i 
: 
¢ 
j 


S28 Bs: 


After the close of the drive, 
collections are to be remitted 
from the district accounting 
offices to Publix Theatres 
Corporation, Attention of 
Mr. F. C. Metzler, Para- 
mount Building, New York. 

Managers will not be re- 
quired to do anything fur- 
ther than to deposit collec- 
tions, as indicated above. 
Settlement with N. V. A. will 
be made from the Home Of- 
fice. 
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_ EAGLE SCRE, 


back of the great American dollar. 
certain terms at the box offices thro 


The contest is on and from all 
signs and portents it is a hum- 
dinger! Telegraphic reports show 
receipts from all sections of the 
country that leave no doubt what- 
ever of the successful start of 
what is unquestionably destined. 
to be the greatest box-office drive 
for profits ever known in the his- 
tory of theatre operations. 
ki: Walsh’s Territory Hums 
Ra The Saenger group of theatres 
is on its toes, as shown by the 
many items filtering through the 
captains and the lieutenants in 
Divisional Director George 
Walsh’s busy territory. These 
measures are varied and multi- 
farious and are, for the main part, 
co-ordinated to the campaigns be- 
ing waged by the individual Saen- 
ger operations in connection with 
either Pageant of Progress : 


Spring Jubilee celebrations. 

Throughout most of Louisiana 
‘and its neighboring territory, the 
Spring Jubilee is being celebrated 
first as being more seasonable, 
and will be followed by the Page- 
ant of Progress campaign, but in 
New Orleans itself, due to the 
fact that a competitive company 
has recently concluded a Spring 
Festival, the Pageant of Progress 
is being celebrated. 

The campaign in New Orleans 
was started off with two excellent 
institutional ads on Progress and 

‘the Saenger. theatres, inserted 
‘three days in advance, these ads 
running respectively two columns 
by five and one-half inches and 
two columns by six and one-half 
inches, and being co-operative for 
the Saenger, Strand, Tudor and 
Globe theatres. No individual at- 
traction copy ‘was included in 
these ads, this being handled in 
separate advertisements on regu- 
lar schedules. 
Lobby Decorations 

All theatre lobbies had special 
displays with small wall panels 
explaining the meaning of the 
Pageant of Progress and the rea- 
son for its celebration. All in- 
dividual picturfe displays were ac- 
companied by tab eards which 
proclaimed this picture to be ‘‘an 


Pageant of Progress.”’ 

Outside of the Crescent City the 
Spring Jubilee is being pushed 
with vigor in the Saenger group. 
At the Strand theatre in Shreve- 
port, La., an elaborate style show 
has been prepared, with an 18- 
piece orchestra promoted to work 
gratis. The Saenger theatre in 
Hattiesburg, Miss., drew together 
the members of the local 4-H Club, 
boys and girls from six country 

‘ towns for a parade which was held 
on Friday, March the 28th, to 
celebrate the opening week of the 
Second Quarter. The parade was 
headed by the Hattiesburg High 
School band of sixty pieces. This 

followed by about five hun- 


was 
dred boys and girls. 

“Better Gardens Contests’ have 
heen made a special feature of the 
Jubilee campaigns in the Hub dis- 
trict, including Hattiesburg, Mon- 
roe, Natchez and Meridian. At 
the end of the third week of this 
contest the theatre lobbies in the 
ated with displays from the gar- 
dens in°the contest, with special 
prize awards. Flower shows are 
also being run in these towns and 
in this connection. 

An Atlanta Co-op 

Naturally numerous cities 
throughout the circuit are using 
the publication of co-operative ad- 
vertising devoted to the Pageant 
of Progress. One of the finest of 
these so far received is a six-page 
section in the Atlanta Constitu- 
tion—one of the oldest and most 
conservative papers in the coun- 
try, and likewise one of the hard- 
est to swing into line for such pur- 


poses. The Constitution, however, 


: excellent one in the New Bed- 


outstanding picture in the Publix : 


towns mentioned will be decor- |" 


prominence given those winning | 
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‘SOUND’ INFORMATION 
REHEARSALS 


by DR. N. M. LA PORTE 
- Director, Department of Scientific Research, 
Sound and Projection 


MS SUCCESS 
“AS SECOND QUARTER PUSH 
MOMENTUM INCREASES 


Concrete evidence as to the successful opening of the Second 
Quarter campaign for profits over quota comes in the form of sound 
~ the sérdaming of that hard-boiled bird, the eagle, which adorns the 


The eagle has spoken in no un- 
ughout the circuit during the first 


week in April. What the eagle has said is eminently satisfactory! 


—_—_——— FFF 


was happy to co-operate on a cam- 
paign taking Atlanta’s great civic 
and commercial progress as an 
angle on which to build. 

The six pages of the Constitu- 
tion of Sunday, March the 30th, 
include an eight-column. photo- 
graph of the mercantile section of 
Atlanta with smaller contrasting 
pictures of streets and buildings 
of the old Atlanta; excellent ar- 
ticles on the progress of the city, 
each of which mentions promi- 
nently the Pageant of Progress 
being celebrated at the Paramount 
theatre; and of course a spread 
in pictures and text of the stories 
and the attractions to be seen at 
the theatre during the Pageant. 

Tie-ups Down East ~ 

In New England, where Divis- 
ional Director J. J. Fitzgibbons’ 
Master Showman’s. Contest has 
gotten under way, much newspa- 
per publicity has resulted. Co- 
operative spreads have appeared 
in various newspapers, including 


ford Times of April 3rd. 

A Home Beautiful Exposition 
has been arranged with a local 
furniture company, to be staged 
in the lobby of the Central Square 
theatre, Cambridge, showing the 
progress of furniture made for the 
home. For the Allston and Capi- 
tol theatres in Allston, Mass., a 
similar contact was arranged with 
the local Dodge representative for 
a Pageant of Progress auto | 
parade. 


In the Ohio territory, wicshaee | 


* 


over by Division Manager J. B. 
Carroll, there is much activity of 
a ticket-selling nature. An espe- 
cially fine bit of merchants’ co-op- 
eration has been worked up for 
Marion, Ohio, where the Pageant 
of Progress is being celebrated 
with outstanding merchants’ lobby 
displays, the articles in every in- 
stance typifying the spirit of pro- 
gress. Four merchants co-operate 
during the month of April, each 
one furnishing the lobby display 
for one week, and each merchant 
at the close of the week giving 
away valuable prizes to patrons of 
the theatre. 
100% in Illinois 

A great job has been done in 
the Central Illinois district, a part 
of Divisional Director J. J. Ru- 
bens’ territory. This group in- 
cludes the theatres in Danville, 


LaSalle, Streator, Kankakee, 
Rockville, Kewanee and Spring 
Valley. Every town in this group, 


one hundred percent strong, has 
effected a tie-up between the Pub- 
lix theatres of that town, the local 
Chamber of Commerce, the Retail 
Merchants’ Association and the 
town’s newspaper for exploiting 
the Pageant of Progress as a civic 
enterprise. 

Each member of these retail 
merchants’ association has agreed 
to trim his window with a Page- 
ant of Progress display of suitable 
merchandise. In each town the 
newspapers have agreed to publish 
special section during the week of 
April 16th devoted to the Pageant 
of Progress, publicizing the mer- 
chants’ window displays and 
whipping up interest in the cam- 
paign generally. 


LIVE LOBBY EDITORIAL 


Live lobby entertainment is 
creating such favorable comment 
among theatregoers of Boston that 
an editorial in the Boston Tran- 
script recently appeared epitomiz- 
ing the various forms of . lobby 
ballyhoo. Without mentioning 
any particular operation in the 
editorial, the Boston Metropolitan 
was the theatre responsible for 
the dissertation. 


The importance of thorough rehearsals of sound programs is 


sometimes not realized by managers. 


The most experienced projec- 


tionist cannot rightly be expected to put on a good show when running 


the program for the first time. 
on an audience which has paid to 
see and hear a smooth running 
program. At rehearsals, an Op- 
portunity is afforded for checking 
up on the reproduction and syn- 
chronism, determination of change- 
over points and program timing. 

One of the main purposes of the 
rehearsal is to check the sound 
program before presenting it to 
the patrons. Since it is impossible 
to detect most sound imperfec- 
tions by regular visual inspection 
for physical defects in the print, 
the rehearsal is in no way expect- 
ed to take the place of such in- 
pection. About the only commonly 
found sound defect which would 
readily be noticed by visual ex- 
amination is an improperly made 
film splice. To determine whether 
oil spots and scratches will result 
in disagreeable noises it is neces- 
sary to actually listen to the re- 
production. 


Rehearsal Essential 


Film which is procured directly 
from other theatres without g0- 
ing thru the exchanges should 
never be shown to the patrons 
without a rehearsal, as cases of 
“out of synchronism’? sometimes 
come up, due to improper patch- 
ing. If the operator who last used 
the film had a break in his last 
show and neglected to insert the 
same number of frames that he 
cut out, the print will be out of 
synchronism and of course, it is 
better for the management to dis- 
cover this than the audience. This 


Nor is it good business to practice 


can only occur of course with the 
disc method of reproduction. 


The next important reason for 


program rehearsal is the deter- 
mination of correct change-over 
points in the picture. 
annoying to have breaks in the 
continuity of the sound and when — 
it is due to the projectionists’ un- 
familiarity with the sequence of 
the picture, it is particularly in- 
excusable. 
sheets are only 
change-overs must be earefully re- 
hearsed to insure a smooth run- 
ning program. 


It is very 


In this matter the cue 
a guide; the 


Short ‘‘Leaders”’ 
In many instances where film 


does not come directly from the 
film exchanges, 
‘trailer’? may have been shorten- 
ed. If the “leader” has been shor- 
tened too much there may not be 
enough blank film to permit the 
motor 
sound change-over, resulting in an 


the ‘‘leader’’ or 


to get up speed before the 


increasing sound pitch which is 
one of the most obvious and dis- 
tracting of sound defects. If the 
machine is provided with an auto- 
matic safety stop and there is in- 
sufficient trailer, the machine will 
be stopped before the change-over 
is effected and there will be an 
embarrassing silent period be- 
tween the reels. These particular 
errors would only be experienced 
with dise subjects. 

The time required for running 
sound films is rigidly fixed and 


-|eannot be changed without injur- 


PUSH for that PROFIT 


The 


is Progressing ! 


“Pageant of Progress’’ 


Only one more week — then banners 
will come down—and figures will come 


int! 


Will your figures head the list? 


They will if you maintain a steady push 


for profits. Maximum effort, backed by 
the merchandising helps in your Contest 


Manuals, Advertising Manuals, current } 


numbers of PUBLIX OPINION and 


your Bound Volume, will win a share 


of $30,000 in prizes for you. 


You’ll profit too! 


PROFIT by the PUSH 


ing the sound quality. If sound 
film is run faster than ninety feet 
per minute, the pitch of the sound 
will be raised and the reproduc- 
tion will consequently be “thin” 
and unnatural. 
Speed Important 
In this connection, for a com- 


monly known example, recall what ° 


happens when the speed of the 
turntable of a phonograph is in- 
creased. The condition of a popu- 
lar basso singing in a tenor voice 
would be undesirable to say the 
least. Bear in mind that the sound 


film or the disc must be moving . 


at the same speed while reproduc- 
ing as was used while recording 
the sound. 

Rehearsals afford an opportu- 
nity for adding slight finishing 
touches to the sound program. It 
is sometimes possible to intensify 
the effectiveness of the sound con- 
siderably through slight changes 
in the fader settings; a change of 


| one or two steps for a few seconds 


at a critical spot may change en- 
tirely the interpretation of the 
music. If these cues are not care- 
fully rehearsed, so that the opera- 
tor will make the change exactly 
at the critical time, more harm 
will be done than good. 
- About Cue Sheets 

Finally, it must be remembered 
that the cue sheets attached to the 
film are only intended as a guide 
and cannot in any way, take the 
place of a rehearsal. 
ties of each theatre are different 
and the master fader settings 
given on the cue sheets will only 
act as a general indication of the 
settings needed, the actual set- 
tings being determined at the re- 
hearsal. 

The importance of sound to the 
motion picture today is such that 
the manager should give rehear- 
sals his personal attention and 
supervision. Evidences of poor 
showmanship may nearly always 
be eliminated by painstaking pro- 
gram rehearsal and any slight add- 
ed cost will in the end be more 
than offset by added Box Office 
receipts. 


Publix has no further interest 
in the operation of the Strand 
Theatre, Eveleth, Minn. 


The acous- . 


is, 
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MR. KATZ URGES 
‘KNOW-POLICY 
APPLICATION 


(Continued from Page One) 
from the Home Office organization 
in New York. 

Forward All Ideas 
“Ideas which haye any value at 
all must be forwarded to New 
York so that everyone may get the 
benefit of them. 


“The company is constantly ex- 


panding and growing. Its growth 
cannot come any faster than its 
central organization becomes effi- 
cient. 


“T feel that the Chicago conven- 
tion demonstrated to the satisfac- 
tion of everybody in attendatice 
the soundness of the statement I 
have repeatedly made during the 
past two years, about the develop- 
ment of the men in the Home Of- 
fice. What I have said has been 
a reasonable and fair appraisal of 


. these men—that each head of a 


department in the home office is 
fully equipped and capable to ren- 
der central service and assistance 
to everyone in the field. My idea, 
further, is that as fast as anyone 
in the field develops to the point 
that his services can become gen- 
eral in character, we intend to 
draft him into this Home Office 
organization . 


Mutually Beneficial 


“This of course applies only in 
cases where such a shift in man- 
power would be to the advantage 
of the individual, as well as to the 
corporation. Manpower in the 
field is expected first of all, to give 
a completely effective account of 
itself at its post of duty in the 
field, and to the complete satis- 
faction of the contacts necessary 
in the Home Office. 


“There is not a unit of man- 
power anywhere in Publix which 
does not maintain, somewhere, 
numerous connecting lines of dif- 
ferent sorts, whereby the service 
contacts between field and home 
office, and vice versa, may be mu- 
tually beneficial. These lines will 
increase in helpfulness as their 
operating principles become better 
understood.”’ 


TEXAS MANAGERS 
GET PROMOTIONS 


Promotion of two managers to 
district managerships under Di- 
visional Director L. E. Schneider 
is announced by D. J. Chatkin, 
General Director of Theatre Man- 
agement. 

A. W. Baker, formerly manager 
of the Denver Theatre and the 
Palace, Dallas, becomes District 
Manager in charge of Texas deluxe 
houses, the Palace, Dallas; Texas, 
San Antonio, and Metropolitan, 
Houston. 

W. E. Drumbar becomes District 
Manager supervising Waco, Tem- 
ple, Abilene and. Brownwood, 
Texas. 

«Offices of both Baker and Drum- 
bar will be in the Melba Theatre 
Bldg., Dallas. 


“BIG PARTY” BALLYHOO 


Mitchell Conery of the Lyric, 
Mobile, had two ushers in clown 
attire and a wheelbarrow ballyhoo 
“The Big Party.’’ Shot craps on 
busy corners with six-inch dice. 


| cool, 


PAINTING FOR PROFITS 


Exploitation that combines lobby entertainment with merchandising 
has become the latest development of the Publix Chicago Theatre 
advertising staff. Avis Mac, noted portrait painter, entertained ‘spills’ 
with her artistry in painting pictures of Nils Asther, during the screen 
star’s recent personal appearance. A week following this painting, Miss 
Mac so skillfully portrayed Ted Lewis, who was also appearing at the 
Chicago, that the celebrated clarinetist paid $100 for the painting, as 


reproduced below. 


START FIGHTING 
ALL OUTDOOR 
OPPOSITION 


(Continued from Page One) 


door diversions are valuable, 
healthful necessities during the 
hot summer months for the gen- 
eral public. 


Avoid the Heat 


“My point, however, is that a 
number of people are forced to 
go to crowded beaches, amuse- 
ment parks, swimming pools, 
etc., not because they actually 
want to, but because they wish 
to avoid the heat and stuffiness 
of the streets and can think of 
no other way of doing so. Most 
of them would easily welcome 
any means of cool, comfortable 
and enjoyable entertainment 
which would save them the dis- 
comforts of congested roads to 
over-crowded beaches or amuse- 
ment parks. It is toward these 
people that the full force of our 
massed selling power, from one 
end of the country to the other, 
must be concentrated.”’ 


Application of Mr. Katz’ sugges- 
tion may be effected in two ways. 
First, the punetration of the ‘‘Pub- 
lix cool and comfortable theatre’’ 
idea into every home within the 
radius of the theatre’s drawing 
power, months before the actual 
coming of hot weather. Second, to 
take advantage of the vast throngs 
which will inevitably gather at 
beaches, amusement parks and 
other outdoor recreational.centers, 
and turn this opposition into a 
selling aid by impressing upon 
the—perhaps—already overcrowd- 
ed and uncomfortable throng, the 
near and unrushed enjoy- 
ment of the local Publix theatre. 


Attraction First! 


The important thing to bear in 
mind is that your main selling 
point, dominating even the cool 
theatre idea, is always your pro- 
gram. The ‘‘Keeping Cool’ idea 


with exploitation stunts. 


THEATRE 
Temple 


OUR BIRTHDAY PARTIES! | 
* April 18 to April 24 


This week Publix Opinion congratulates the follow- 
ing theatre, which is celebrating its birthday anniversary 


TOWN 
Houlton, Me. 


OPENING DATE 
April 24, 1919 


' homes, 


isn’t enough. 
be kept cool and entertained, That 
is why people swarm to beaches 


The patron must 


and amusement parks. But when 
you hold out as a bait, unusual 
entertainment and cool comfort, 
then you can expect a response to 
your efforts. To combat the hot 
weather opposition, the booking 
department has arranged a sched- 
ule of features and shorts for the 
coming summer season which has 
never been equalled from the 
standpoint of pure audience ap- 
peal. With such a schedule, and 
with the proper functioning of 
your cooling plants, you can 
honestly promise your patrons an 
allure in your theatre during the 
hot weather which will not dissap- 
point them. 

It is suggested, that circulars, 
either distributed or mailed to 
chain grocery or other 
neighborhood store herald tie-ups, 
newspaper and radio publicity or 
any other medium which is sure 
to penetrate into the homes be giv- 
en preference. Perhaps an inter- 
esting exposition of the way in 
which your refrigeration plant 
works, accompanied by diagrams, 
could be used to good advantage 
in all these media to convey the 
idea of cool, pure air in Publix 
theatres. 

Begin at Once! 

Your back issues of Publix 
Opinion contain several instances 
where this was effectively worked, 
particularly, that of June 8, 1929, 
page 7. The important thing is 
to keep steadily and consistently 
bearing down on unusual enter- 
tainment and cool theatres, and 
to START RIGHT NOW! 

In regard to the second and out- 
door method of getting this mes- 


sage across, the usual _ sell- 
ing processes, of course, will 
have to be employed. In_ this 


connection, reference is invited 
to the bound volume of Publix 
Opinion, Week of May 25, 1929, 
page 4, where a full page of hot 
weather exploitation stunts is list- 
ed. Read them over carefully and 
start planning how you can use 
them, or variations of them, in 
your operation. A careful survey 
of this bound volume in the 


i months of May, June and July of 


last year will reward anyone with 
a number of effective and useful 
sales tips that can be used to great 
advantage in this connection. 

Once the problem and necessity 
of combating the outdoor opposi- 
tion is clearly outlined in the mind 
of everyone a concerted counter- 
attack, carefully thought out and 
planned months in advance, will 
arise from every point of the cir- 
cuit, and, in one sweep, corrobor- 
ate the proved slogan that ‘‘Pub- 
lix never takes a licking from any 
type of opposition!’’ 


SUPERBA CLOSED: 


Superba Theatre, Denison, Tex- 
as, has been closed, to remain 
dark until expiration of lease. 
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TRIPLE HEADER! 


4 
: 
+ Paramount hits Broadway 
; with a triple shocker this 
: week. Three outstanding 
specimens of the marvelous 
; new product scheduled for 
s Second Quarter release will 
¢ be flashed upon the public. 
; “Paramount on Parade,” 
¢ newest box-office ace with all 
¢ Paramount stars in its roster 
; of players, opens at the 
; 
: 
¢ 
: 
: 
: 
‘ 
4 
: 
: 
: 
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Rialto tomorrow. ‘‘Ladies 
Love Brutes,’’ George Ban- 
croft’s latest and best money- 
getter, opens at the Rivoli 
Thursday. ‘‘Young Man of 
Manhattan,’’ with Claudette 
Colbert, Norman _ foster, 
Ginger Rogers and Charles 
Ruggles, comes to the New 
York and Brooklyn Para- 
mount Theatres today. Three 
sensational productions, ex- 
ploding simultaneously, are 
sure to knock Broadway for 
a goal, 


Z 


. 
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Chevalier Medal 
Presentation 1s 
Great News 


Maurice Chevalier, Paramount 
star, was hailed as France’s ‘“‘Good 
Will Ambassador to the United 
States” at the annual reception of 
the Society of French Veterans of 
the Great War held at the Hotel 
Pennsylvania in New York last 
Saturday night. While thousands 
cheered, Joseph Donon, president 
of the French Veterans, presented 
Paramount’s popular French star 
with a medal, awarded to Cheval- 
ier by the society of veterans ‘‘in 
appreciation of his artistic 
achievements and promotion of 
good will between France and the 
United States.’’ 

The French Consul General and 
the representative of the French 
Ambassador were among those 
who attended the ceremony, to- 
gether with leaders of New York’s 
social and artistic worlds. 

Realizing the value of the event 
as a national publicity stunt for 
“Paramount on Parade” and ‘‘The 
Big Pond,’ J. E. McInerney, Cri- 
terion publicity director, arranged 
with the Paramount News Reel to 
make a sound “‘shot’’ of the pre- 
sentation, as well as still photos. 
Arrangements will be made to get 
you news reel shots in advance of 
your showings of either ‘Para- 
mount on Parade’ or “The Big 
Pond.’’ 

Photographs will also be sent 
immediately to all theatres in 


‘WORST’ IS OVER, 
PROFITS DUE 
IN DRIVE 


(Continued from Page One) 
so far, have been splendid,’’ said 
Mr. Dembow. ‘‘Not only is this 
so in present activity and in plans 
for future effort, but in actual fig- 
ures. It is true that, in some cit- 
ies, the showing has not been 
quite as favorable as we expected. 
However, I feel convinced that the 
difficulty here was due, not to lack 
of effort on the part of the men 
involved but rather to adverse 
conditions. Of these, the most 
harmful was, without a doubt, the 
Lenten period and Holy Week. 

“TI say this, not with the inten- 
tion of providing alibis for the few 
operations that have shown weak- 
ness in the campaign, but to im- 
press upon you the fact that, with 
the greatest box-office hazzard of 
the year definitely behind us, the 
way is now clear for intensive and 
unblocked profit-earning effort. 
Judging by what has been accom- 
plished during the early part of 
the drive with a serious handicap, 
I am certain that, if this pace con- 
tinues with the obstacles remoy- 
ed, Publix showmen will write a 
new balance sheet in the book- 
keeping annals of the industry, by 
the time the campaign is ended.”’ 

Members of the accounting de- 
partment are busily computing .the 
standing of the various contes- 
tants in the race. It is hoped that 
a report of their findings will be 
available shortly. In the mean- 
time, the important job of defeat- 
ing the Lenten Slump has defi- 
nitely been accomplished. 

Flushed by their first success, 
Publix’ fighting divisions are ham- 
mering away for greater profits all 
along the line. There is no sign 
of let-up anywhere. Far from it, 
the momentum seems to be gain- 
ing in acceleration each passing 
day. 


Northwest Home Office, 
Adopts Economy Drive 


“Beonomy in the home office to 
aid the men in the field toward 
winning a prize in the Second 
Quarter Profit Drive!’’ That is 
the gist of a form letter distribut- 
ed to Northwest home office per- 
sonnel by Robert LaPiner, office 
manager of Publix Norwest Thea- 
tres in Minneapolis. Emphasis on 
the conservation of lights, tele- 
grams, stationery supplies, tele- 
phone calls, etc., was stressed. 
oe? OMhMMV—=— 
which the above attractions will 
be played. Here is a news pic- 
ture that you should have little 
difficulty in planting. 


WATCH TIE-UPS WITH STARS! 


Warning against the unauthorized use of the names of Para- 
mount stars in connection with exploitation stunts is issued to 
theatre managers and publicity men by A, M. Botsford. Such 
tie-ups are being made in large numbers by individual thea- 
tres, frequently involving commercial concerns, telegrams sign- 
ed, by stars, endorsement of various products, etc. 

“Without desiring in the least to throw cold water on the 
enterprise of anyone who is trying to get publicity for our 
attractions, I still feel that we should be a little more cautious 
in the use of our stars’ names,’ Mr. Botsford says. 


‘““Our contracts usually give the company the right to use 
the name and photo of the players in exploiting pictures, but 
their unrestrained use in connection with other commercial en- 
terprises was not contemplated and it has been our rule to ob- 
tain a written release from the star in each instance, to prevent 


legal complications. 


“Unauthorized use of an individual’s name and photo- 
graph in advertising any product makes the advertiser sub- 
ject to a damage suit under the Civil Rights Bill. Several 
such court actions have been brought by players and usual- 
ly have been won by the plaintiff. 


‘In nine cases out of ten such unauthorized use may pass 
unnoticed. The tenth case, however,—probably involving an 
outside star releasing his picture through Paramount or a 
player having controversy with the company——-May cause 
trouble which would offset all benefits derived from the tie-up. 


‘‘Consent of the star on important tie-ups always should be 
obtained through the Home Office publicity department or 


through Arch Reeve at the Hollywood studio. 


This should be 


done in each instance before a commercial tie-up is effected! 


RADIO INCLUDED 
IN MANAGERS’ - 
TRAINING 


Session of the Publix Managers’ 
Training School just concluded 
was signalized by addition of lec- 
tures on radio exploitation, ar- 
ranged by Elmer Levine, director 
of the school. 


Among the speakers was Vernon 
Gray, publicity director of the 
Rialto Theatre, whose talk was 
based on his lengthy experience in 
radio merchandising at the Metro- 
politan, Boston, and his former 
association with Station WOR of 
Newark. 

“The most impressive and im- 
portant thing about radio ad- 
vertising is the tremendous cir- 
culation it commands,” Gray 
told the class. “It has taken 
the newspapers of the United 
States 100 years to achieve a 
circulation figure of 40,000,000, 
but radio has reached that point 
within ten years. 

Selecting Hour 

“The best time. for your 
broadeast is naturally between 
6 P. M. and midnight when the 
entire family is at home. You 
will find that rates for com- 
mercial programs double at six. 
The dinner hour, seven o’clock, 
is the best of all, as it catches 
people at home before leaving 
for the theatre, etc, The period 
from ten to eleven-thirty is al- 
most equally desirable. Since 
we are primarily interested in 
reaching women, we can present 
programs effectively within the 
hours of 10 A. M. and 2 P. M., 
as well, concentrating on the 
housewife before she leaves for 
matinee and shopping. 

“In selecting a day and hour 
for a theatre broadcast, we are 
-guided by different considera- 
tions than those governing the 
ordinary advertiser. For in- 
stance, Saturday evening is or- 
dinarily considered least desir- 
able, since even the most incor- 
‘rigible stay-at-homes turn out 
then; it is the peak theatre at- 
tendance period of the week. 
Yet the Paramount-Publix hour 
comes at ten Saturday night, for 
the reason ‘that it is directed 


not at the people who already 


go to our theatres, but at a max- 
imum of people who do not. 
“This is to your advantage, 
since you wish to promote your 
time on the air and can more 
readily do so if the particular 
period you prefer is not in great 
demand. 
Newspaper Tie-ups 
“There is so much competi- 
tion in radio that newspaper tie- 
ups are almost essential to in- 
sure success. You can go 
further with the aid of both 
newspaper and radio publicity, 
particularly if they are tied to- 
gether, than you can with one 
alone, Make friends with radio 
editors; arrange interviews over 
the air, with stars, for them. If 
the station you use is owned by 
or connected with a newspaper, 
you have a golden opportunity. 
“Program quality is essen- 
sential,” said Gray. ‘Just go- 
ing on the air means nothing. 
Inject informality into your pro- 
grams whenever possible. If 
you are presenting a comedian, 
build him up; remember that 
the air audience cannot see the 
gestures and ‘mugging’ which 
get him across on the stage. If 
you are presenting a classical 
program, get an ‘Encyclopedia 
of Music,’ of which several good 
ones are available. ‘Tell a little 
of the story of each selection in 
your announcement. 
Program Planning 
“Opening, quarter-hour and 
closing announcements should 
never be over a minute and a 
half in length. Make them a 
minute if possible, and keep all 
other announcements within ten 
or fifteen seconds. Sell your 
theatre program, but sell it with 
a few effective, well-chosen 
‘words — remember how many 
stations you have dialed past 
when someone was talking.” 


et 
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PLUG THESE 
SONGS NOW! 


All numbers listed here 
are published by Famous 
Music Corp., 719 7th Ave., 
N. ¥. GC. 

From “HONEY”: 

“Sing, You Sinners’’ 

“In My Little Hope Chest”’ 

“¥ Don’t Need Atmos- 
phere”’ 

From “THE VAGABOND 
KING”: 

“Only a Rose”’ 

“Song of the Vagabonds’”’ 

“Vagabond King Waltz’ 
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PARADE”: 

“Sweepin’ the Clouds 
Away” 

“Any Time’s the Time to 
Fall in Love’”’ 

“Dancing to Save Your 
Sole” — 

“All I Want is Just One” 


From ‘‘THE BIG POND”: 
“You Brought a New 
Kind of Love To Me” 
“Tivin’ in the Sunlight, 
Lovin’ in the Moonlight”’ 
“Mia Cara’’ 


}¢- O° @2-O-O-B + O*- O° O+- SO °O*-O 9° O° O*-S OS O'S +O:-SOe 


cessity for rehearsals and accu- 
rate timing. A stop-watch is a 
necessity, he said. He also advis- 
ed the men to learn microphone 
placement. 


“Your own initiative, resource- 
fulness and showmanship will be 


! your only guarantee of good pro- 


grams,” he said in conclusion. 
“There are fundamental precepts 
to be guided by in the use of ra- 


‘dio, but no set rules.”’ 


SILVER DOLLARS 
USED IN DISPLAY 


A unique display which may be- 


come available for other Publix] 


Theatres has been obtained for two 


weeks for the New York Para- 


mount by Publicity Director Eddie 
Hitchcock and his assistant, Alex- 
ander Gottlieb. 


The display consists of 335 
coins which comprise the world’s 
silver dollars. They were gathered 
by the National City Bank of New 
York City, which loaned the ex- 
hibit at no cost, and represent 173 
different countries and political 
divisions. 
struck in 1846. 


Boy Scout Troop Gives 
Monday Night Exhibition 


Full column stories and photos 
appeared in the Toledo newspa- 
pers when the local boy scout 
troop presented an impressive ex- 
hibition upon the stage of the 
Toledo Paramount on a Monday 
night recently. 


Manager Sidney Dannenberg 
commented upon the many 
friends, relatives and parents. of 
the youngsters that attended the 
maneuvers, by paid admission. A 
most cordial letter sent to Dan- 
nenberg by the _  scoutmaster, 
thanked the management for their 
kind co-operation and placed the 
services of the troop at the dis- 
posal of the theatre for any oc- 
casion. 


Utah Manager Gives 
Patrons Radio Treat | 


Ray M. Hendry, manager of the | 


Capitol, Salt Lake City, Utah, with 
the installation of a dynamic 
speaker in the auditorium of the 
theatre, has created _ sufficient 
stimulus to bring patrons to the 
Capitol during the usual slump 
periods on Monday nights. 


A radio (donated by a mer- 
chant) placed in the. booth and 
connected with wires from the 
dise pick-up, turned the trick of 
prompting prospective patrons to 


listen to radio favorites in the]. 


theatre, where the reception was 


Gray sketched a model program exceptionally fine and feature at- 
for the class, emphasizing the ne-|tractions also shown. 
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The oldest is a dollar 


SILVER MASK GIRL 


Live lobby at the State, South Bend, where a contest was based on 
the identity of the lobby entertainer, “The Girl in the Silver ate cs 


See story in adjoining column. 


BYRD CAMERA 


MEN GUESTS 
AT BANQUET 


(Continued. from Page One) 
gave to the showmen present, a 
new and exciting understanding 
of what the Byrd-film contains as 
a gigantic box office attraction. 

The film made and brought back 
by Rucker and VanderVeer is a 
most exciting record in sight and 
sound, one of the few truly im- 
portant and romantically historical 
adventure events in modern ages. 
Publix showmen ,at the banquet 
knew they would get it exclusively 
and first. This, and the fact that 
the film ranks, in eager public in- 
terest, wito the World War, or 


the Lindbergh epic, brought added || 


assurance of phenomenal* box-of- 
fice records. 

High tribute was paid, at the 
banquet, not only to the members' 
of the Byrd expedition, but to 
Emanuel Cohen, who directed the 
film activities and to Messrs, 
Zukor, Kent, Lasky, and Katz, 
who sponsored the undertaking. 


During the speeches made by 
Rucker and VanderVeer, the first 
personal report on what the film 
contains, was given. The picture 
is not a bleak and endless succes- 
sion of cold white scenes. Instead 
it is swift drama punctuated by 


frequent punches of rare humor | 
that only could come from situa-|| 


tions as daring and desperate as 
Little America could afford. It is 
now being edited and prepaid for 
release in June. — 


* 


Manager of the Springfield, 
Mass., Paramount is Ben Green- 
berg, who replaced Frank Gal- 
lagher, resigned. 


Anniversary Gets 


Merchants Aid 


An elaborate celebration, mark- 
ing the first anniversary of talk- 
ing pictures was recently held in 
McAllen, Texas, through the ef- 
forts of L. J. Mason, manager of 
the Palace and 15 local merchants. 
Window displays; co-operative 
merchant ads and plenty of pub- 
licity greeted this occasion. 


The merchants purchased the- 
atre tickets, which were presented 
to the first five customers Monday 
morning. The dealers also paid 
their pro-rata share on a full page 
ad which was dominated by the- 
atre copy. 
pers carried stories about the 
event. A huge cake was donated 
by the local baker and placed on 
display in the decorated lobby. 


Daily and weekly pa-| 


‘MYSTERY GIRL’ 
GREAT LOBBY 
FEATURE 


Acting upon a suggestion of Di- 
vision Manager M. M. Rubens, a 
thoroughly successful live lobby 
feature was instituted at the State 
Theatre, South Bend. Mr. Ru- 


bens’ idea was carried out by Dis- — 


trict Manager Louis St. 
and Manager Elson. 


Elson found an attractive girl 
who could sing and dance, called 
her “The Girl in the Silver Mask,” — 
and put her in the lobby with a ~ 
piano player. The girl is pictured 


Pierre 


in the adjoining column. 


Basing a contest on the mask 
idea, Elson procured prizes from 
a jewelry store, radio shop, and 
several candy ‘stores, getting win- 
dow. displays in each store at the 
same time. Throwaways explained 
the contest, which hinged on the 
identity of the girl. 

Mild weather made it possible 
to leave the lobby doors open, and ~ 
persons passing were drawn into 
the theatre by the lobby activity. — 
Interest was maintained for a — 


week, and during this time the 


girl entertained at a luncheon and 


broadcast over the radio for one — 


half hour period, in addition to 
entertaining holdouts. Announce- © 
ments pertaining to her appear- 
ance at the theatre, the contest 
and the current attraction were 
made in each instance. Although 
a newspaper was not included in 
the sponsors of the contest, one 
of them took it up and ran photos 
and publicity. © 


Promotes Institutional 
Page on House Birthday 


Theatre birthday celebrated by 
Miami merchants and residents! 
In order to successfully sell the 
fourth anniversary of the Publix 
Olympia, Manager J. H. McKoy 
promoted an institutional page in 


the Miami Herald, at no expense — 


to the theatre. Interiors and ex- 
teriors of the theatre were repro- 
duced together with’photos of the 
house staff. 


The local bakery donated a four 


layer birthday cake which was dis- 
played in the theatre lobby. Pa- 
trons guessing the correct weight 
received birthday invitations. The 
house was appropriately decorated 
and flowered with bouquets sup- 
plied by local florists. 


Fashion Show Tie-Up for 


‘Glorifying American Girl’ 


Deciding that ‘‘Glorifying the © 
American Girl’’ was made to order 
for a fashion show tie-up, Frank 
Kennebeck, manager of the Le-~ 
Claire, Moline, Ill., sold the idea 
to Moline’s largest department 
store. Show was presented twice 
daily during the run, heavy ad- 
vertising and exploitation costs 
borne by the store and resulted in 
a satisfying increase in receipts. 


ENDORSED FOR CHILDREN 


Madeline Woods of ihe) Publix Great States Advertising and Pub- 


licity department sent the memorandum below to all theatre managers 


in her district. 


This message should also be applied to your operation. 


“The following pictures are recommended by the Parent- 
- Teachers Association. Please don’t put this list in the waste 
basket or the files but look it over and see whether or not 
you are going to play any of these pictures, and then get in 
touch with your school authorities, arranging to put a sign 
on the bulletin board at all the schools. 

“Furthermore, see that the pictures are listed in any 
local school publication which your town may have.’ 


Devil May Care 
The Great Gabbo 
Halfway to Heaven 
His First Command 
Hunting Tigers in India 
Isle of Lost Ships 
It’s a Great Life 
Little Johnny Jones 
The Marriage Playground 
, Dames Ahoy 
‘ Harmony at Home 
Hit the Deck 

- Lone Star Ranger 
Lost Zepplin 


Seven Days Leave 
Seven Keys to Baldpate 
The Shannons of Broadway 
Skinner Steps Out 

The Song of Love 

So This is College 

This Thing Called: Love 
The Vagabond Lover 
The Viking 

Men Are Like That 
Not So Dumb 

Parade of the West 
Strictly Modern 
Vagabond King 


si 
hi 
i 
My 


box-office angle that should be emphasized in all your advertising. 


SELLING “HIGH SOCIETY BLUES” 


By GLENDON ALLVINE 
Advertising Manager, Fox Films 
(Not For Publication) 


justified turning on the superlatives. But “High 
trio—Janet Gaynor, Charles 
“Sunny Side Up”’ 


“Sunny Side Up” 
Society Blues,” from the same winning 
_ Farrell and Director David Butler—starts where 
leaves off. And that’s not just a catchline. It’s fact. 


Compared to ‘‘High So- 


Gaynor and Farrell! What a team! 
was just a rehearsal. 


ciety Blues,” their work in “Sunny Side Up”’ 


bi - Two great stars in their greatest roles—if you had nothing else than 
But here’s a pic-! 


that to drive home, you’d have enough to sell it. 
ture with no end of selling points. 

You have a story that sparkles from beginning to end. 
in mind that it’s not merely a peg upon which to hang the musical 
numbers. Unlike ‘‘Sunny Side Up,” there are no chorus girl ensembles. 
It’s not a musical revue. There’s story all the way through, and it’s 
a peach of a story. Loaded to the brim with surefire situations. 
With plot and counterplot so tightly knit that there isn’t a waste 
line of dialogue or a slow spot ‘in the entire production. 

It has a romantic thread that provides Gaynor and Farrell with 
the most charming love scenes they’ve ever played—and we don’t 
have to tell you what Gaynor-Farrell love scenes mean at the box 
office. And it has a barrage of laughs that simply can’t miss, because 
they’re situation laughs. » 

We won’t attempt to sketch the story for you. Boiling it down 
to space limitations would rob it of the many rapid-fire twists which 
sustain interest every second. . 

The cast: William Collier, Sr., Lucien Littlefield, Hedda Hopper, 
Louise Fazenda, Joyce Compton—a perfect piece of casting, and each 
trouper able to steal the picture—but perfectly controlled by the 
director. : 

The songs: Four tuneful numbers by Joseph McCarthy and 
James F. Hanley, all woven into the story as an integral part of it, 
all sung by Gaynor and Farrell. They put the songs in “‘Sunny Side 
Up’ in the best-seller class. The public is crying, ‘“More!”’ It’s 

ee f 
I Had a Talking Picture of You” now has a successor in “I’m in the 
Market for You,” “I’m a Dreamer’ now yields its tremendous radio 
and record vogue to “Just Like a Story Book.” 

A few catchlines: ‘America’s favorite sweethearts talking, sing- 
inf, loving as never before!’’—“‘The ‘Sunny Side Up’ trio—Janet Gay- 
nor, Charles Farrell and Director David Butler—give you an even 


Bear | 


greater triumph of romance, melody and laughter.” 


QUESTIONS 
1. What three types of film 
damage are prevalent? 
2. What are ten 
sprocket damage? ; 
3. What are three causes of 
sevatches on film? 
4, Name the varieties of film 
mutilation for signal purposes. 
) ANSWERS 
1. Damage to sprocket holes, 
scratches on the body of the film, 
and deliberate mutilation of the 
film for signal purposes. | 
2. Improper adjustment of the 
tension shoes, poorly made splices, 
damaged film reels, badly notched 
sprocket holes, the use of old and 


causes of 


_prittle film, overspeeding, projec- 


tor parts badly worn, defective 
mechanism of projector, improper 
lubrication, and worn or undercut 
sprocket teeth, dirt on intermit- 
tent sprocket causing film in ex- 


treme cases to ride on teeth. 


3. Deposits of dirt, oil, and grit 
on the upper and lower magazine 
valves, emulsion deposits on the 


aperture plates, and reels which 


are wobbly or have serrated edges. 
4, Punching holes in film, 
scratching film, marking it with 
adhesive | plaster, or attaching tin 
foil to establish an electrical con- 
tact. : 
There is only one way to prepare 
for a change over. Use a cue sheet 
based, on the action in the film. 
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BEG PARDON 


: 
¢ 

In the March 28th issue j} 
of Publix Opinion, credit for + 
the very effective Vagabond ? 
King campaign at the Up- 34 
town Theatre, Boston, was ¢ 
inadvertently given to Harry ? 
Browning of the Metropol- 3 
itan Theatre of the same ¢ 
city. The campaign was : 
handled by Harry Brown, 4 
_dr., special publicity repre- ; 
sentative. Pf 
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MANAGERS’ SELF QUIZ! 


Projection 


The questions appearing below are designed as a self- 
quiz for all anxious to improve their standing in show- 
manship through self-education. 
those things you do not know. Don’t lose out through 
indolence—the motion picture industry is progressing too 
rapidly for stick-in-the-muds! 


Get information on 


NEED FOR N.Y. A. 
RELIEF DRIVE 
IS ACUTE 


(Continued from Page One) 


and for other national theatrical 
charities. 


During the week of April 27th 
a series of special benefit perfor- 
mances will be held in every large 
city in the United States. New 
York City will be particularly ac- 
tive in the campaign, with a gala 
benefit at the Metropolitan Opera 
House on Sunday evening, May 
4th, when virtually every star on 
Broadway will appear. At a meet- 
ing of theatrical interests on April 
3rd, attended by A. J. Balaban, 
William Morris and Abe Lastfogel 
in behalf of Paramount-Publix, ar- 
rangements were perfected for a 
series of special midnight perfor- 
mances in all theatres of Greater 
New York, during the week. 


“The plight of the stricken ac- 
tor,’’ declares Treasurer Pat Casey 
of the N. V. A., “‘is such that ac- 
tive steps must be taken to relieve 
his distress. We have more ailing 
members of the profession to look 
after than ever before. We have 
certain charity cases that must be 
maintained week after week. We 
expect the projected drive to raise 
in excess of one million dollars, 
and every manager, producer and 
actor ig aligned with us to make 
the campaign successful. 


“Particular interest is centered 
in the Sanatorium recently erected 
at Saranac Lake. Funds are need- 
ed for further equipment and 
maintenance, This is the most 
modern rest refuge in the nation 
and stands as a monument to the 
theatrical profession.” 


PICTURE STARS 
BREAK STAGE 
RECORDS — 


Popularity of two Paramount 
stars, Maurice Chevalier and 
‘Charles (Buddy) Rogers, has been 
demonstrated in no uncertain fa- 
shion recently in New York. With 
his personal appearance at the 
New York Paramount, Buddy 
Rogers broke all existing box-office 
‘records in the Publix ace house, 

Now Chevalier, appearing on the 
stage of a legitimate theatre on 
Broadway, the Fulton, for a limit- 
ed engagement, also is smashing 
box-office gross marks at a period 
when business generally is very 
poor in metropolitan legitimate 
houses. 3 

Many motion picture stars have 
invaded the vaudeville and musical 
comedy fields. And personal ap- 
pearances of film stars in motion 
picture theatres are no novelty, 
either. But when such steps on 
the part of screen performers are 
followed by record-breaking re- 
ceipts, it is a definite indication of 
their box-office value. 

The success attained by Che- 
valier and Rogers on the stage 
in New York is a real news 
story for your local papers. It 
can be tied-up with the appear- 
ance of either star on your 
screen, or utilized as an in- 
stitutional story to call atten- 
tion to the popularity of Para- 
mount stars. : 

Write a localized story for your 
newspapers, stating that the in- 
formation about the remarkable 
showing made by Chevalier and 
Rogers on Broadway has been ob- 
tained from an interview with Sam 


| Katz, president of Publix Thea- 


tres, or with A. M. Botsford, di- 
rector of publicity and advertising. 

Add a quotation from the local 
manager, analyzing the _ great 
popularity of these two stars in 
your own community. 


DIVISION MANAGER 
SET FOR INDIANA 


New set-up in the Publix-Great 
States Division, under Divisional 
Director Jules J. Rubens, makes 
Henry Stickelmaier Division Man- 
ager for Indiana. Stickelmaier, 
who was formerly District Mana- 
ger for Southern [llinois, will 
make his headquarters at 175 
North State St., Chicago. 

Mare Wolf, formerly city man- 
ager in Gary, Indiana, has been 
promoted to post of District Man- 
ager for Southern Indiana. Both 
promotions were arrived at during 
Jules Rubens’ flying trip to New 
York last week, when he spent two 
days in a series of conferences 
with Messrs. Katz, Dembow and 
Chatkin. 


DOVER HOUSE CLOSED 

The Lyric Theatre, Dover, N. H., 
was closed on April 5th, for an 
indefinite period. 
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BOX-OFFICE 
BAROMETER 


: : 
; i 
{ a 
; Your most seasoned spy : 
¢ reports that the record- 3 
¢ wrecking attractions on this }$ 
} week’s horizon, which will ; 
® probably register hardest, ¢ 
¢ and during the Second Quar- ; 
} ter Drive, are: | keg 
; _ “The RETURN of Dr. Fu } 
s Man Chu.” Previewed in 4 
} New York it kept home of- $+ 
; fice showmen tense and sat- 3 
¢ isfied far beyond its record ¢« 
? breaking predecessor. ¢ 
; 
; 
: : 


“Ladies Love Brutes.’’ 
George Bancroft hurling his 
mightiest thunderbolt of un- 
derworld-upperworld _ excit- 
ing love drama, right thru 
the bullseye of your tallest 
box office gross. 

“PARAMOUNT ON PA- 
RADE.” It’s got everybody 
and everything, that every- 
body anywhere wants in a 
night of fun! Like that line? 
Y’wekum! 


| loafer and she loved him; 


i $ 4 
| 4 
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SELLING “THE BIG POND” 


ene 


By RUSSELL HOLMAN, 
Advertising Manager, Paramount Pictures 


(Not For Publication) 


“The Big Pond” is Maurice Chevalier’s best money picture yet. 

The reasons are: i ; 

1, He plays a thoroughly modern hero in a story of today. 
Everybody can understand and sympathize with his role. 

9. After a brief prologue in Venice the story takes place 100% 
in America. 

8. Claudette Colbert, of “Lady Lies’ fame, probably the most 
beautiful woman on the screen today and certainly one of filmland’s 
actresses, plays the heroine. | : 

4, The picture is a sparkling, swift moving comedy romance. 
Not an operetta. The emphasis is upon story. Chevalier sings two 
songs—‘‘You Brought a New Kind of Love” and ‘‘Living in the Sun- 
light, Loving in the Moonlight’”’—swell tunes that are incidental to 
the plot. 

Sanat aliee plays a French guide with whom Colbert, an American 
millionaire’s daughter, falls in love. The father, who made his mil- 
lions in chewing gum, tries to cure her of her infatuation by bringing 
Maurice to America and putting him to work in the chewing gum 
factory. Maurice double crosses him by making good and becoming 
a typical go-getting American business giant. Claudette, to whom he 
was romance, jilts him. Then he applies go-getting methods to love- 
making and grabs her off. ‘ 

“The Big Pond” in the title refers to the Atlantic Ocean. It was 
a successful stage play. Hobart Henley, who made “The Lady Lies,’ 
directed. : 

Tie-ups: The chewing gum tie-up angle is obvious. In the pic-. 
ture Chevalier makes a fortune by giving chewing gum the flavors 
(non-alcoholic) of gin, Scotch, champagne, ete. A drink with every 
chew. ee 

Steamship companies might co-operate. 
published by Famous Music Corp. 

Copy: Here’s Maurice Chevalier as you’ve always wanted him— 
as a sparkling hero of today in an all-American story. ..Maurice put- 
ting “It” into American business...In Venice he was a charming 
in America he was a successful business 
man and she hated him...The Personality King of the Screen... 
He’s learned to love in American. Come and see.. .Maurice mixes 
business with pleasure...The Lady of “The Lady Lies’; the Lover 
of “The Love Parade’’...You’ve seen him conquer Queens; now see 
how his charms work with a snappy modern American girl. 


Tie-up with the music, 


EIGHTH SESSION 
OF MANAGERS’ 
~ SCHOOL OPEN: 


(Continued from Page One) 
toward men whose record in the 
field, and whose record in train- 
ing, is exceptional,” Mr. Barry 
continued. ‘‘Up to this time, men 
from previous sessions of the Man- 
agers’ School have, by their per- 
formance, eventually won assign- 
ments as District Managers, Dis- 
trict Advertising Managers, Di- 
vision Advertising Managers and 
City Managers. In addition, seven 
men from previous sessions of the 
Managers’ School have won home 
office department assignments. 

“Some of the most important 
theatres on the circuit are in 
charge of men from the Managers’ 
School. Among them are the 
Brooklyn Paramount, New York 
Rivoli, New Haven Paramount; 
Palace, Dallas; Newman, Kansas 
City; Denver, Denver; Piccadilly, 
Rochester; Olympia, Boston; Co- 
lonial, Haverhill; Olympia, Miami; 
Paramount, Montgomery; Caro- 
lina, Charlotte; Tennessee, Knox- 
ville; Worth, Ft. Worth; Kirby, 
Houston, and many others. 

Strong Incentive 

“From over one hundred men 
who completed training at the last 
four sessions of the school, only 
three men have failed to continue 
in the employ of the company. 
Such facts as these are used by 
Division Directors and Managers 
to strengthen the incentive which 
exists for managers and assistant 
managers who are attempting, by 
their record with their company, 
to win assignment to future ses- 
sions of the Managers’ School. 

“During the current session,” 
Mr. Barry concluded, “ the 35 
men in training will follow the 
same intensive schedule which has 
been used in previous sessions. 
New equipment has been installed 
for training in sound projection, | 
and even more emphasis will be 
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placed on this most important sub- 
ject in the training schedule.” 

Managers and assistant man- 
agersattending the Highth Session, 
together with the theatres to 
which they were previously as- 
signed, are as follows: 


Martin Anderson, Brooklyn 
Paramount; *Howard P. Breeze, 
Strand, Yonkers, N. Y.; John 
Choeppel, Missouri, St. Louis; 
Burr Cline, State, Mankato, 


Minn.; *Vincent EH. Connerton, 
Brockton, Brockton, Mass.; 
Philip D. DePetro, Paramount, 
Newton, Mass.; B. S. Dobrans, 
Washington St. Olympia, Bos- 
ton; J. Francis Foley, Capitol, . 
Worcester, Mass.; Philip Four- 
met, Rialto, Denver; *Maxwell 
C. Fox, Capitol, Allston, Mass.; 
E. B. Hands, Jr., Saenger, 
Vicksburg, Miss.; George L.. 
Hensler, Paramount, Youngs- 
town, Ohio; *Alfred Hersko- 
VvitzZ, Allyn. “Hartford, Conn: 
Jack Hodges, Olympia, Miami; 
Harry A. Holdsberg, Garden, 
Davenport, Iowa; Sterling 
Jermstad, Lyric, Mitchell,S. D.; 
Harold Jones, Lyric, Blue 
Island, Ill.; Arthur Keenan, 
Strand, Lowell, Mass.; Russell 
Lamb, Plumb, Streator, I11.; 
*Garland De Lohr, Carolina, 
Charlotte, N. C.; Donald Mc- 
Kay, State, Minneapolis, Minn.; 
Chet McLean, Olympia, New 
Bedford, Mass.; Melvin Mor- 
rison, Strand, Newport, R. I.3 
A. Norman, Palace, Ft. Worth, 
Texas; Louis Nye, Paramount, 
New York City; J. Renfro, Tu- 
dor, New Orleans; Cecil B. Ros- 
son, Victory, Salisbury, N. C.; 
*Hlwood L. Rubin, Broadway, 
Springfield, Mass.; W. R. Sau- 
vage, Grand, Allton, Ill.; *Leon , 
C. Schultz, Paramount, At- 
lanta; A. B. Segal, Publix- 
B. & K., Chicago; L. G. Shedd, 
Isis, Pensacola, Fla.; B. G. 
Stolp, Arcadia, Tyler, Texas; 
H. C. Winham, Rapides, Alex- 
andria, La.; W. O. Youngren, 
Publix-B. & K., Chicago. 
*Preparatory training 
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Policy changes in the South in- 
clude switching of the Empire, 
Montgomery, Ala., to a three day. 
policy, operating Fridays, Satur- 
days and Sundays only. V. L. 
Wadkins will continue managing 
the Empire personally, in addition 
to his duties as City Manager. 

The Plaza, Montgomery, closed 
April 5th, the Strand opening on 
the 6th with the same policy. 
Frank Ferguson, manager, moves 
to the Strand. 

‘The Ritz, Macon, Ga., and the 
Noble, Anniston, Ala., are operat- 
ing on Fridays and Saturdays ‘on- 
ly, The Victory, Tampa, closed on 
March 30th. 

Piccadilly Theatre, Rochester, re- 
opens on Friday, April 18th, with 
a straight sound policy and week- 
ly changes. House was closed for 


Ta 
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one week, prior to policy change. 


Publix Opinion, Week of April 18th, 1930. 
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ANNIVERSARY SOLD _ PRETTY IDEA © _ ANNIVERSARY PAGE! 


; ; : Manager Thomas Jame ; 
Taking advantage of the thirteenth birthday of the Grand Theatre the ‘Shelly Square Thue 2 A full page of co-operative ads and entertainment features pro- 


to tell the people of Northfield, Minn., that the best in picture enter- Boston is using an attractive girl moted for the first anniversary celebration of the Strand Theatre in 
tainment would be “dished out” to them during the Anniversary to distribute heralds to patrons Anderson, South Carolina. Arthur Swanke, manager of the theatre, 
Week, Mr. and Mrs. Everett Dilley, co-managers of that house, pre- Oh next mechs oiiraetion. Eaeh gets the credit. Pull out your reading glass on this one! 

pared the large ad, pictured below, announcing the good news. No- |} week the girl is costumed ap- 
tice of a “Love Parade” midnight show was also inserted in the local propriately to the nature of the 
paper. The Grand’s first ad, published in 1917, was reproduced in attraction advertised (on the her- 
the same section at no cost to the theatre. A front page story in the alds. For instance, this photo- 
Northfield News completed the ticket-buying urge. graph shows her passing out 


heralds for “Sally.” [secouo secnon] = Anderson Jroependerrt [nome] 


ANDERSON, S.C, SUNDAY MORNING, JANUARY 26, 1930. 


STRAND’S Ist ANNIVERSARY CELEBRATION 


rg é a ware re A a 2 s %s i a $3 
|. 13th- ANNIVERSARY WEEK - 13th :: 13th- ANNIVERSARY WEEK -13th,:: 13th- ANNIVERSARY WEEK- 13th: OF TALKING PICTURES IN ANDERSON 


~The First Year “Talkies” Goro | no aeES EE A sacone POURRA Bley _[SSSSRESTS «SPE mt ee 
1917-13" Anniversary Week -1930 


Anderson % THE STRAND’S ANNIVERSARY Y IT MOA Sa ar ac see Began 
G RAND MON., TUES., WED. | 


WEEK OPENING ATTRACTION 
Northfield's Home of Paramount Pictures 
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CAKE SERVED AT MATINBE— 
Prizes by Carolina Bank and Keese-Cochran 
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CHEVALIER 
‘The love Parade 
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‘Thirteen years ago, when The Grand was 
egtred, tbe idea! hack. of the naw venture, 
ae indieated in our original advertisement 
reproduced above, was based on the firm con- 


viction that Northfield would appreciate and 
RI J I H would support the best In motion pictures, 
“Paramount” pictures became definitely and 


Permanently part of the program, for Quali- 
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a 


: 13th- ANNIVERSARY WEEK - 13th 
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Your Talking Pictures are 
like J. C, Penneys’ stores 
"getting better crery 
day.” 
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Now as we celebrate the beginning of our 


fourteenth year, we bring to, you the re 


i 
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THE LAUGHING | | scenes || | Maurice Chevalier 
LADY”: SAY oN aOR CER «The Love Paradé 


structive criticlem of the people of-North- with 
with CLIVE BROOK fie Community, have neiped balld The JEANETTE MAC DONALD 
2 ie ¥ LUPINO LANE LILLIAN ROTH 

ctl ta tie triumph for Ruth Chat- for the Community’s eupport, Is more deter 

pelt la ort Alle ait Ls ined than ever to make Quality Paramount. 
terton! In the audibie coreen's amazingly vivid * ” 
dramatization of Ethel Barrymore's New York fj 
atage succes! 
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| Q23 49 NL-SKY New York 22 


=| Arthur Swanke, Manager Strand Theatre 
Anderson, So, Car. 


ro i h ‘e Whistil : E 2 
“s o wegen Tunes a) L <1ymyay's Whistling Se ee ae de ee JAAN 
in the Strand theatre to extnd to you and everyone in . ‘| The Opening Feature Attraction of Our 
eaasionl while the year has’ seed: remark First Anniversary Celebration of Talk- 
new show world evidenced by the Love Parade promises ‘TONIGHT ing Pictures in Anderson. 
ven more wonderful develapment, 


‘Sam Katz President Publix Theatres Corp. 


Thomson Electric Co, : Kose & Cochran || Leo eS eau” 


ANDERSON, S.C. 


PY i Luscio-e wy tertamment 
BY Pansroun! : epscding Swittly from 


G Garamount Gichue 3 y Ni SNe ihe nnee soe 
D A Bs, / Rae A other, in the most spec 
icture . tacular, tuneful, witty 
ALL TALKING rors . and romantic entertain- 
ment to come to the 

Matinees Every Tuesday, Thuraday and S, talking screen, 


urday at 3:00 p. m, 
Heer Granem Metlamse MB andsae:cente reduced) by that great 
Cap aii Aaetedie een : Two Shows Each Night at 7:18 and’9:00 Z 
A the Week. 45 and 80 cents a 


Ernst Lubitsch #7, 


Thursday and Friday, Feb. 6-7 
GARY CGDPER 
‘Seven Days Leave’ 


@e BERYL MERCER 
G Gokmmann Gide 


STRAND = Yin woeDow J \ | ‘S jen 
—and fo the boy: or girl who can ae efi" ae Se Vi q es The love Paradé 


Suess the closest to the number of. q +] BY \ = ve 
people attending the STRAND'S on A Sheet fusic Wir, BANA DEANE Mituan none 
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Anniversary Week Celebration ie a Records 


we will open a saving account of 
$1.00 for him or her. | of ALL the hits taken from > 
| “The LOVE PARADE” 4 ARNT Se eee eee 


Tsun ana Naeamy at tse STRAND 


Deposit your guess at the Strand Theatre, Can be 
an De 
goten at— | 


- Carolina Nati 2 MAY Hank 
A National Bank ere | iks Bros. elaine 
Belton, 


E. P. Vandiver, Pres. i een eo Phas Some Teak perce, 


*Boven,Deys Leave” is the all. @ Seq Pry Do -c12'ac"" Humoreaquo” and 
talking sca cau sir OH ) ‘) pane od 2 Seven Dave | 
James MM. Barrie's well-known \ ve” 18 a play of the same 
piay, ale Ola Lady Shows Her @\peuy Ny classification—one of the most 
Medalsf in which both Ethel TSH \ ‘beautiful stories ever offered on 
Barryrore and Beryl Mercer’ ((h f Ns the audible ecreen—one you will, 
have afpeared. fh tity Aways remember! 


COMING THUR.—&—FRI. “The BISHOP MURDER CASE” 
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Once again PUBLIX OPINION wants to recall the 
thought to your consciousness, about the value of making the 


good ideas YOU develop, repeat themselves in EVERY 
Publix town. : 


FOR BIG MONEY! Brainpower and Manpower provide the Publix combina- 


tion for success. The help you give others by making your 


Pep and more pep! H. Lustgarten, Balaban and Katz supervisor in brainpower easily available to others in similar, situations 
Detroit, is anxious to get some of that $30,000 Second Quarter Prize is bread cast upon the waters, in Publix. 
money into his own alley and is spurring the boys on with “The ee 
Weekly Check” pictured below. Get out your magnifying glass and Right now the Second Quarter Profit-push is on with a 


read the copy. If you can refrain from busting some kind of record, wealth of great ideas in operation. 
there’s something wrong with your red blood corpuscles! 


The things you do that are successful, make first class 

news in PUBLIX OPINION,—the company’s official “IDEA 

EXCHANGE.” Let’s have a letter from you for the benefit 

of your co-workers in other cities. Merely because you send 

Geese reports to your department heads in Publix is no reason to 
Paine 2 eae : suppose that those reports will find their way to this publica- 
ml ie ee tion. Let’s have the story, especially and exclusively prepared 


Tae TANG, Tray a for Publix Opinion as you know the facts to be. 
RE Alive * f 


ays AR TEN 
ON 10 BIGGER aE) a Make up scrap-books on each week’s activity, and send 
| them along. , 


POR SET), sas EN eee, 


We'll probably have another drive next year. Think how 

: , valuable the scrap books of this year, from 1200 theatres, will 

cares a ae : _ be in helping next year’s campaign.. Your present efforts are 
3 te (arr ei 22 doubly valuable — first from the standpoint of immediate 
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ms et ne Paani meee 30 py aya ba: IX THEATERS -DeTROIT? 
sone SRE eat ss via eae 
sur WILL prairt cate: 
.eIp your ‘Thestor..-And 


are er 
ne 4g PROFITS’ tao, 
ort 

" fe sir l....You'll find st here.. 
Srerriere throughout the organisetion. i See: 
Breathe. of tho osone of *¥o 112" meted Sait Ou R ma : =. 
BeorB tf t-~ SPEAE ap t—ury OUR Aires 

: : Be LUETCARTED, Suporvieor OUND 


PARAMOUNT 


100% Technicolor Sensational Romance 


“The VAGABOND KING” 


EVENING WORLD-HERAUD: OMAILA, NEB. WEDNESDAY, MARCH 39, 3930, 


ats 
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THEATRE DOMINATES CO-OP AD 


Charles M. Pincus, recently appointed District Manager, fired this 
parting shot before relinquishing the management of the Paramount 
Theatre in Omaha. Philco dealers paid for it and the Paramount 
profited. Note how Pincus made his attraction dominate the co- 
operative page, without detracting from its effectiveness from the 
standpoint of the contributing Philco dealers. Proper handling of 
this tie-up makes it possible to repeat the co-op page when “Para- 
mount on Parade” comes to Omaha. 


ON THE 


SCREEN GRID RADIO 


STARTING 


>»>»>> TOMORROW 
Worlds First ALL-TALKING Rloadsho 


This Picture Will Not 
Play the World 


‘Balanced Unit Radio 


H= is the Phileo Screen Grid Radio which gives 
you an entirely new idea of radio performance, 


Discoveries made: in the Philco laboratories have pro 


duced a new type of radio cireuit which brings you far, 


distant_stations—fascinating new programs — more Bas ‘Speaker; Single-Dial Con 


power than you'll ever need—such superfine tuning that 


Balanced t0 sake 2 of the wor 


you can pick ont stations close together on the dial— 


po cross-talk, 


Console Model, 


nced Unit Radio 


new daylight programs—more evenin; 


rograms, with 


At the astonishing price of only $112, in beautiful new 


j 


v give you the Philco wonders of perfomnance. 


Balanced Unit Radio 


‘This outstanding value is only made possible by the tre: 
mendous acceptance of Phileo—by the thousands and 


thousands of people who have hought Philco because of 
its remarkable performance. Only this vast production 
of Phileo Sereen Grid Radios enables you to have and. 


own and enjoy such a radio set at sucha low price! 


A_new double-tuned_input_cireuit—three screen grid 
tubes—a sereen grid tube for detector, giving donble 
amplification—exact balancing of, all electrical mils for 


perfect tone—tirese are some of the fegtures whidi 


Sold on Easy Terms 


(I8™a¢ SiMarus _24HourService _ %awKT-7227 _} 


Ask for Demonstration 


PHEFSO.. CRAWFORD’S PHILCO RADIO SHOP ™* arson nc 


ae. E. B. WILLIAMS 


18 South 20th 


1905 Farnam St. 


5021 South 24th 


ANOTHER CO-OPERATIVE PAGE! 


Here’s an easy one to get when you're burning up with pep! A co- 
operative page on “Burning Up” with most of the ads sponsored by 
automobile or accessory people. In each ad appears two local auto- 
mobile license numbers for which, the owners received passes to the 


picture. 


Promoted by Manager Arthur Swanke of the Strand Theatre 


in Anderson, S. C. Note Swanke’s humorous allusion to his handiwork. 


Raturday, February 8, 1930. 


‘THE ANDERSON DAILY MAIL, ANDERSON, S. C. 


| 2) BURNING UP 


License is:on This Page 


See it Your Automobile 


BURNING UP #S2= 


Owners of the following license numbers please 
call on us and get a free ticket to the Strand 
eat 


e 
Burning Up! 
When your car is wrecked, 
whether from “Burning ’Em Up” 

“or from “the other fellow’s 
fault,” call us for quick Wreck- 
er Service. 


ANY REPAIRS ON ANY 
MAKE OF CAR. 


Martin’s Garage |} 


” BAST-ORR STREET. PHO! 


fo any electrical work 
Ahat Ia needed. 


. 


‘We call your attention to the tIre equipment on the new 
hich will. be on dteplay at the Strand Theater 


We wtf allow you a liberal discouni oa your old tires in | 
ones. 


6 trade [or a o0t of new 


fp a ee) 


For Real Tire Service Phone 19% 


| Gates & Smith |i 


pretty one in ovary detail, wae 


B} Look at the License Numbers That Appear in the Advertioe-|qiren Tuewtay events by Me. and [ot 
2, Bitwon, Jt ail 


ments on This Page and See if Your's 
Among Them. 
‘automobile racer challenging toga! 
vere. Arlen a a cera 


[shaped sandwiches, saltesns, pute, 
-Jeandy and coffee. ‘The out of tow: 


starter. guuersiot 


wl pot 
fatter shattering Hightower’s 
‘and theory. 


Out on the road, far from home, 
when your car is 


Burning. Up! 


It’s tgp late then tg.think. about insurance. 


Better Be Safe Than Sorry 


If your automoobile 1s not fully: protected, phone 900. 
and let us explain to you how easily, and how reason- 
ably {t ean be protected against: Fire, Theft, Liability, 
Property Damage. 


ENJOY YOUR CAR, FREE FROM WORRY! 


Lawrence & Brownlee, Agency 


—Telephone: 900—- 
HENRY LAWRENCE, FRANK BROWNLBE, BILL MATTISON. 


xc 


Maybe Your License |[__PENDLETON NEWS NOTES 


Number is Lucky One| ox <8 2 seme eta 


BURNIRG 
UP! 


Your clothes are not burned up with 
powerful chemicals, nor even scorch- 
ed with the old fashioned sad iron 
when you send them to us, 


ry ta greatly indebted. 
‘Barb; 
book 


SECO CLEANING FLUID AND’ 
THE MOST MODERN OF 
EQUIPMENT GUARDS 

AGAINST DAMAGE, 


Smith 


Hema ‘of Paramount Talking, Singing and Dancing Pranerse, 
ITS—not or twice @ year—Dgt regular 
HITS not GVEER after WBEE! 


MONDAY—and—TUESDAY, 


RICHARD ARLEN 


(Hie FINGT STARRING PICTURE) 


MARY BRIAN 


SAM HARDY and-TULLY MARSHALL 


ia romance! 
: UR 
" 


SER fore: 
EE es cy cuenexioo 
eden” by awe 84 
wear en “Finettowe 
Thee on Gopty In STRAND 


Monday -& “Tuesday 


Cottow the Hieeie white Batt) 
“BEDELIA.” 


e 
urning Up! 
Maybe it’s the steak, the biscuits, or any es- 
sential part of the meal 


Try the COFFEE SHOP at the John C. Cal- 
houn for a change. The whole family will 
enjoy it, and you'll find everything tasty, 
cooked to your taste, and most reasonably 
priced. 


ATlantic 1011 


MArket 52364 | 


PAGS VE. 


INSTITUTIONAL STORY! 


x 


Illustrated below is a splendid story on the service staffs of the 
Paramount and Strand theatres which recently appeared in the Water- 
loo (Ia.) Tribune. Rewrite this article and plant it with a photograph 
of your house staff in next Sunday's paper. 


“Thank you 
please’—‘‘Next aisle, Sir’-—are ex- 
pressions of courtesy and actions of 
service that familfarize themselves 
with the theatregoer, thry servants 
of a great public. However, when 
une acknowledges -the courtesy of a 
doorman or an user in a Waterlpo 
Publix theatre, one invariably accepts 
such as,-a mere mechanical action 
without ‘the slightest thot of those 
actions being the result of hard 
study and systematic training. Every 
young man of the service’ depart: 
ment on the Paramount and Strand 
Publix theatres staffs, receives a 
special training, prescribed by the 
directors of the corporation. ee 
‘doorman and ushers at either of the 
theatres receives exactly the same 


PUBLIX USHERS TRAINED FOR DUTY. 


Sir’—“This way [The young man who thanks ‘you forymonths training course to the wor! 
your ticket at the- door, or. who 


Boutely, HEDIS you Coe Ys ayes lected from the territory and give. 
is in training for a bétter position.|_ chance to become Publix theatres 
Tle may be the future manager of | executives. 

a Paramount theatre in some city, 
because he has cast his lot in the|reading from left to right, are as 
school of experience, with promo-] follows: Orland Mosher, chief usher. 
tion as his ‘reward. 
are trained in the ranks, and the} Kenneth , Hansen, Arthur Phillips. 
manager of the theatre gives pro- Joseph Farmer, Don Howard, Duane, 
motion when promotion is due. They | Hackett, chief, usher and’ doorman, 
begin as ushers and are promoted to} Strand 1 § 
chief Usher, to assistant manager, | doorman, Paramount theatre;- Mau- 
and are finally entrusted with the] rice Crew, Kenneth Paul, .Henry 
management of a theatre. The Pub-| Lawrence. Earl Lowell, Joe Hoover, 


lix Theatres corporation has a school} Don Glass, Everett Hanna, Howare SHOP AWNINGS ChE ee BLDG 
in New York City, offering u three | Hanna. é Se eee SPE ey Seer «6 8 
—r a THE HUGHES SCHOOLEY PRINTING Se aa 


Congratulations! 


This three column ad, paid 
for by nine Kansas City mer- 
chants, congratulates the New- 
man Theatre upon its showing 
of “The Vagabond King.” Pub- 
lix Opinion congratulates James 
C. Furman, district advertising 
manager, upon the advertise- 
ment itself, the first of its char- 
acter ever to appear in the Kan- 
sas City Times. Furman sold 
the quarter page space himself, 
just a couple of days before the 
picture opened. 


All Kansas City 
| onqratulates 


Nev Viikl \ 


eevee HOME OF PARAMOUNT PICTURES’ 


Kansas City is greatly indebted to the New- 
man Theater, which, because of its affiliation 
with ParamountPublix, is able to bring to 
this city “THE VAGABOND KING"— 
First All Talking Road Show—the Out- 
standing Entertainment of All Time—at 
prices within reach of all! 


Masterpiece 
Now! 8 


Al 
is nes : 


ithe 
DENNIS KING 


UEANETTE McDONALD 
From the book, “If I*Were 
King”—and the Stage Play, 
“The Vagabond King” 
HEAR the thunderous throb of 
“Song of the Vagabonds,” sung by 
a chorus df 2,000... SEE the mag- 
nificent color... a-dramatic, ro- 
mantic story! 
Bargain Matinee—9 a; ms. fo T p.m, S0ct Tp. m. to & 
p.m, 75c. Night prices, $1. Children, any ti . 


thy individual who has won for hin: 


self promotion. These men are se- 


The ushers in the above picture. 


The young men} Paramount theatre; Howard Keene. 


theatre; Thielen Stevens; 


This Advertisement Sponsored by the Following Firms: 


PRESIDENT FLOWER CARNIE-GOUDIE CO. BERT’S STUDIO 


training as does the doorman and 
ushers of the Paramount theatre in 
New York—‘Uniformity is- the key 
note to success of Publix.” 

Every Sunday morning these men 
Meet far weekly inspection and drill, 
under the capable’ direction of Fran. 
ces Stanfield, assistant manager of 
the Paramount theatre. At this 
meeting ptoblems-ure discussed that 
have confronted them during the 
execution of their duties of the past 
week. Constructive criticisms of 
their duties are explained. Meet- 
ings are concluded with‘a fire or 
military drill, Suggestions and 
j criticism, whether they be about 
advertising, pictures gr front house 
opératton,-are—most. elcome. to, the} 
management from thé ushers staff. 
At different periods during the 
month, it is the duty of the manager 
to personally -adgtess his staff-:on 
|idea, of the @évelopment ‘of man: 
power. > Coming attractions are also 
discussed. #ivery’doorman or usher 
of Publix theatres “is-a part of one 
of the “greatest business . organiza- 
tions in’ the world. When they 
affiliate themselves: with: the thea- 
tres, they assuré~ their “employers 
that it is their’ purpose to énter 
the theatre Wusiness. for. life with 
intentions of training for. promotion, | 


Sacred Flame 


Big doings in a small town! 
Lately, H. E. Webster, manager 
of the Luna Theatre, Kankakee, 
Ill., has been getting plenty of 
word-of-mouth advertising an 
newspaper publicity for his fea- 
ture attractions. Reproduced be- 
low is a gag used for “The 
Sacred Flame.” After being in 
a jeweler’s window four days 
unlit, a match was put to the 
candle and the guessing contest 
began. An aviation display and 
automobile parade helped publi- 
cize “The Sky Hawk” and “The 
Love Parade.” 


PRINTING COMPANY & STATIONERY CO. 
116 DELAWARE ST. VI. 0641 718 DELAWARE ST. VI. 0512 
* # & hie is pee i 

LEE & LYMAN K. C. ELECTRICAL 
LUMBER COMPANY CONSTRUCTION CO. 
eth & WABASH CL, 0032 1418 CHERRY ST. VI. 4789 


(Transportation of Maney and 


243 LATHROP BLOG. VI. 7588 
oo 8 ® 
GRACE Y. STRAHM + 
ul co. 

302 Graphic Arts Bldg. VI. 3382 


SOME NOVEL THROWAWAYS 


J. B. Harrison, manager of the Fenway, Boston, is responsible for 
these new throwaway ideas, states Division Director J. J. Fitzgibbons. 
The folder heralds the substitution of tokens for tickets at the Fenway, 
and the “statement” more than speaks for itself as a novelty attention- 
getter. 


SARAH and SON 


FENWAY THEATRE 


BOSTON, MASS. 
PHONE, KENMORE 1714 


RU: 


THE DYNAMIC, DRAMATIC: SENSATION 
OF THE LIVING SCREEN 


“SARAH and SON” 


WITH 


FREDRIC MARCH 


AY THEATRE: 


AY, MARCH 22nd 
TALKING PICTURE 


‘And now-greater 
“Ticket” Convenience 


IMIANY times have you inipa- 
tiently stood inline and waited 
to purchase your admission ‘ 
ticket— 


PUBLIX Theatres having long 
felt the need “of a decided de- 
parture-in the method of selling 
tickets, after careful thought 
have decided to ELIMINATE 
TICKETS and substitute 
TOKENS— 


TOKENS ate a convenience to 
your Theatre Going. Now you 
may purchase admissions to the 
theatre in sufficient quantities to 
last for weeks—A TOKEN is 
good until used—this was not 
possible with the old method 
of using tickets in strips. 


THE FENWAY, exclusive 
Boston Theatre, is the first 
PUBLIX INSTITUTION to 
utilize TOKENS. The Manage- 
ment will be pleased to have 
your personal approval or 
ctiticism of this 1930 
Model Method of 
Theatre 
Admission. 


A Publix Improvement 


a al ha eA eR 


Sg ar 


2 


. drapes. 


| 
i 
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MEET THE BOYS: 


To promote acquaintance, respect and mutual understandin 
Publix, these one-minute biographies are offered. They’re n 
here portrayed. We want the photo and biography 


“When the Show Is Over—” ||" 
A Good Feature to Plant’ , 


By JOHN IMMERMAN 
Custodian, McVickers Theatre 


“Good night” is flashed on the disappearing screen. 


The show is over. 


The steel curtain dips a salute to the departing patron. 
musical strains of the good night march die with a soft decrescendo 
_=—in obligato to the slowly lowered curtain. © 


Patrons in pairs and groups, 
youths and girls, leave the thea- 
tre. Operators, stage hands, elec- 
tricians, engineers—all depart. 
Only the last shift of ushers re- 
main to perform their final duty, 
an inspection of the entire house. 
Theirs is the duty to inspect and 


close all exits; check in the night | 


workers; look in all remote rooms 
and corners, assuring themselves 
that all patrons have left the thea- 
tre; inspect all seats for defects; 
and pick up and list articles lost 
by patrons. 
Many Handkerchiefs Lost 

Articles ‘of all descriptions are 
found. More handkerchiefs are 
lost than any other item. On some 
days very many, fewer on other 
days. It all depends on the kind 
of picture shown. ‘‘Sobstuff,’’ for 
instance—‘‘Sins of the Fathers” 
with Jannings, Jolson’s “Singing 
Fool’ or perhaps sidesplitting 
comedies will draw heavily on 
Milady’s handkerchief supply—in 
tragedy to wipe the tears of emo- 
tion, in comedy the tears of laugh- 
ter. Dainty perfumed lace hand- 
kerchiefs suffer the same fate as 
the common ‘“hanky’’—all are 
‘stepped upon and kicked about. 


A few years ago Madam Mode 
voted the corsets to oblivion and a 
good many of these were left on 
theatre floors or in the restrooms. 
Now, such intimate portions of 
‘ingeries as chemises, brassieres 
and an occasional petticoat fall 
unheeded for the sweepers’ 
brooms. 


Ladies’ hosiery, generally torn 
and soiled, is another article found 
in the above mentioned places, 
which offer privacy and an oppor- 
tunity for convenient disposal. 


- Next to. handkerchiefs, high 
honors may be accorded to gloves, 
which are found in all descrip- 
tions—lady’s right hand leading, 
strange to say. 

Propriety has no bounds in the 
lost and found department, and 
we find packages containing Lim- 
burger cheese or herring (it all 
depends .on the locality of the 
theatre), keys, bank books, 
money, lipsticks, compacts, nail- 
files, powderpuffs, haircombs, buc- 
kles and all kinds of coiffure orna- 
ments. 


Mothers Forget Children 


If a wife or hubby loses her or 
his mate during a show and by 
mistake walks out with another, 
such mistakes are not very diffi- 
cult .to explain, but if a mother 
places a child in the children’s 
playroom and forgets to call for 
it until the next day, we*have a 
problem for psychologists... 
and for the theatre matron, too. 

The theatre is now left in the 
hands of the Custodian and his 
trained staff of men and women 
who will make everything spick 
and span, ready to receive her or 
his majesty—the theatre patron— 
on the morrow. . 

Cleaning A Problem 

The cleaning of a theatre is not 
an, easy problem and altogether 
different from that of an office 
building. Skyscrapers are built in 
units like sectional bookcases. 
Most of the equipment is the same 
in every unit—desks, chairs, and 
general office furnishings. A Pub- 
lix theatre, however, is one colos- 
sal unit of architectural art, 
elaborately ornamented and fur- 
nished in luxurious splendor. 

The highly decorated walls are 
hung with costly tapestry and 
Beautiful paintings and 
statuary adorn the walls and 
niches and glittering chandeliers 
and lighting fixtures add to the 
splendor. The foyers are filled 
with costly lounges and comfort- 
able seats together with all kinds 


sones trained for emergencies, for 


A COIN SMASH! 


Watch for this new money- 
getter which will soon dawn on 
Broadway. It’s Warner Broth- 
ers “Hold Everything.” Listen 
to what the trade papers say 
about it: 

VARIETY: Probably the 
best comedy picture Warners 
has turned out since talkers — 
came in. Picture is a pro- 
gram pushover for money 
across the country and will 
likely develop holdover in 
many a spot.. .It’s a corking 
laugh picture with a good 
looking production behind 
it. The light prizefight story 
is well disguised by the com- 
edy and there is not enough 
of the ring to annoy the 
women. It’s strictly a money 
film. 

FILM DAILY: Box office 
winner. Sure to elevate Joe 
E. Brown to stardom. He 
and Winnie Lightner send 
over laughs and guffaws. Ex- 
cellent direction. 


: 
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of artistic bric-a-brac too numer- 
ous to mention. Floors and corri- 
dors are covered with thousands 
of yards of highest grade carpets. 
There are over 4,000 yards car- 
peting the floors and corridors of 
a de luxe theatre. The main floor 
and balconies contain thousands of 
seats—each of which must receive 
almost individual attention. 


Other Rooms 


Besides this outward show of 
splendor,—we find countless other 
rooms which must be touched up 
by the busy cleaners. Offices, 
dressing rooms, mechanical shops, 
basements, marble floored lobbies 
and corridors, windows and 
brasses including that unsanitary 
fixture of medieval days, the cus- 
pidor (very few of which are left 
in theatres). Cuspidors, accord- 
ing to modern sanitary require- 
ments, should be a part of plumb- 
ing and self-flushing. 


The help is arranged in groups 
of two or more—including vacuum. 
cleaners, window washers, crystal 
glass cleaner, brass polishers, 
chewing gum removers, furniture 


ers, Mmoppers, scrubbers, ete. Each 
group performs a certain amount 
of work according to a schedule 
laid out by the custodian. 


Not only are the cleaners busy 
after the show is over but also 
members of almost every mechani- 
cal branch—carpenters,  electric- 
ians, painters, plasterers, stucco 
workers and production men with 


their staff of stage mechanics. 


Each month after the show the 
usher force under the direction of 
the chief of service undergoes a 
thorough fire and emergency drill. 
Exits are tested, fire-escapes low- 
ered, all fire-equipment subject to 
a@ minute inspection, and all 
known emergency “first aids’ 
practiced. Ushers are not the only 


the night cleaning force is also 
organized as a fire company and 
drills twice a month. 


And in the morning when the 
custodian turns the house over to 
the management, labor exits. The 
fairy with her magic wand enters 
—enchantment and 
lieve’ again are supreme. 


ST. PAUL THEATRE SOLD | 


' The DeLuxe Theatre, in St. 
Paul, Minn., has been sold by Pub- 
lix and is no longer on the roster 


of Publix Theatres. 


The 
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polishers, marble polishers, sweep- | 


led to the onlookers for cor- 


“make be-| 


ROY L. SMART 


Roy L. Smart—an appropriate 
name for an intelligent show- 


man! A grad- 
uate of How- 
ard College 


and the Uni- 


South Caro- 
lina. 

Smart join- 
ed the South- 
ern Enter- 
prises, Ine, 
in 1919, after resigning from the 


‘city editorship of the Birming- 


Roy L. Smart 


ham Age-Herald. While em- 
ployed by the theatre chain, 
Smart managed the Colonial, 


Birmingham and the Grand and 
Rialto theatres, Columbus, Ga. 
He was also city manager in the 
following towns: Sheffield, Gads- 
den and Anniston, Ala.; Green- 
ville, S. C.; St. Petersburg, Lake- 
land, Palm Beach, West Palm 
Beach and Lake Worth, Fla. 
While he was supervising the 
houses for Southern Enterprises, 
Publix purchased that chain and 
Smart was retained to continue 
his efficient work. , 


MICHAEL G. MAYEN 


Entering the theatre business 


in 1910 in the employ of the Miles 
Theatre Cor- 


has 


in twenty 
years of suc- 
cessful, thea- 
tre operation 
in Minnesota. 
When the 
Finklestein & 
Ruben Cir- 
cuit procured 
the Majestic, 
one of the 
Miles houses, 
mms in 1916, Ma- 
yen was re- 
tained and 
M. G. Mayen promoted to 
assistant 
managership of the _ theatre. 
When the Majestic closed in 1923, 
he was transferred to the Prin- 
cess aS manager. Later, he was 
transferred to the then deluxe 
Astor Theatre, St. Paul. Mayen 
has also managed the Tower, 
Dale and Faust theatres and 
prior to his present appointment, 
he was city manager of the Lake 
“St. district. 


versity of 
A 


ads to exploit 
the many 
theatres he 
has managed 
in Alabama, 
Georgia, 
Florida and 


ROBERT B. TALBERT 


City Manager at the Ritz, Co- 
lumbia, S. C., although in the 
theatre game 

, only 


a bama, ed such show- 
now city manlike  in- 
Manager stincts dur- 
at High ng that pe- 
Point, N. C., riod that his 
whose news- rise was in- 
paper ex pe- evitable. : 
rience has | In 1923, Tal- 
equipped him i bert entered 
to produce 7the business 
exceptional as usher in 


the Loew’s 
* Palace Thea- 
tre, Memphis, 
Tenn., oper- 
ated by the 
Cr O2n 8) O71 i= 
dated Amuse- 
ment Enter- 
prises. One 
year later he 
resigned to 
Soon job 
, as shippin 

clerk in the Memphis Parana 
Exchange, where, when he left a 
year later, he had risen to the 
position of cashier. Talbert then 
went to Milwaukee, Wisc., where 


he obtained a job at the Alham- 
bra Theatre, but quit to work for 
the B. & K. Theatres, in Chicago. 
In 1926, he returned to Memphis 
as chief of service at the Loew’s 
Palace, from where he was short- 
ly transferred to Knoxville as as- 
sistant manager of’ the Riviera. 
Prior to present assignment, Tal- 
bert managed the Imperial, Co- 
lumbia, S. C., and also the Ritz, 
in the same town. 


R. B. Talbert 


A. M. JACOB 


A. M. Jacob, manager of the 
Century, Jackson, 


associated 


manager, 


Prior to ac- 
cepting) man- 
agerial 
duties, Jacob 
served as mu- 
sical director 
for various 
road show 
attractions 
and theatres 
in New Or- 
leans, La., 
and Jackson, 
Miss. His 
first position 
as manager 
was at the 
Istrione 
Theatre in 
Jackson, 
: where he re- 
mained for six months and was 


then transferred to the Majes- 
tic in the same town. His musi- 
cal background immeasurably 
aided him in planning entertain- 
ing programs for the patrons 
and more than a year later he 
was sent to Hattiesburg, Migs., 
to continue his productive ef- 
forts at the Strand, from where 
he was sent to his present post. 
seven months later. 


A. M. Jacob 


Miss., has been | 


g of the splendid individuals who comprise 
ot printed as vanity ticklers for the showmen 
of everyone in Publix. 


WILLIAM E. SPRAGG 


A veteran of the old school— 
in the amusement industry since 


W. E. Sprags 


in 
these. capaci- 


mained 


| ties for 6 years, associating him- 


self with traveling troupes, cir-* 
cuses and ‘cartoon’ shows. In 1900 
Spragg crossed the seas with a 
‘music hall trick,’ meeting with 
some success in Europe and 
northern Africa. He returned to 
the States to press agent the 
original “Quincey Adams Sawyer” 
show, for several years. Sprageg, 
in 1908, helped N. H. Gordon with 
the opening of the Chelsea, New 
Haven and New Bedford Olym- 
pias. Later, he booked vaudeville- 
for the Olympia Circuit until it 
was purchased by Publix. After 
a brief retirement from show 
business, he returned in October, 
1928, to act as city manager for 
the Publix Stadium, Laurier and 
Bijou theatres in Woonsocket, 
R. I. He received his present as- 
signment in January, 1930. 


GERALD T. GALLAGHER 


For fifteen years, Gerald Ty 
Gallagher, manager of the Fort 
z and Spencer 

theatres, Rock 
Island, TIll., 
has been as- 
sociated in 
various ca- 
pacities, with 


through- 
out the Unit- 


Gallagher 
obtained his 
first theatre 


in 1916, 
gradua- 
tion from Mt. 
: St. Louis col- 
lege in Montreal. For the next 
decade or so, Gallagher worked 
for a humber of large theatre 
chains, as theatre manager and 
exploiteer, chief among which 
were Fox Theatres, Keith, South- 
ern Enterprises, Warner, Univer- 
sal, Lubliner & Trinz and Bala- 
ban & Katz. His work carried 
him from operations in the east 
to houses in the mid-west and 
south. He has also managed the 
Capitol, Winnepeg, a Famous 
Players Canadian operation. 


G. 


T. Gallagher 
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UTAH MANAGER Radio-Equipped Auto 


uto Guessing Contest 
Exploits ‘Burning Up’ 


Inviting pedestrians to guess the 
time and mileage of a DeSoto au- 
tomobile in the lobby of the Publix 
Areadia, Harlingen, Texas; proved 
an excellent bally-hoo for ‘‘Burn- 
ing Up.’”’ Manager J. C. King, 
through a tie-up with the local 
dealer, placed the ear on jacks and 
filled ,it with gasoline. Then 
estimate blanks were distribut- 


rect guesses. The auto dealer al- 
so paid for an ad that announced 
the contest... A similar stunt was 
used by Manager Luther Strong 
at the Publix Mesa Theatre, Grand 
Junction, Colo. 


| GETS CO-OP PAGE __ 


‘Putting on a-star-contest, O. G. 
Finley, manager of the Victory, 
Tampa, procured cooperation of | 
hit hants in a three-quarter 
and eight..window 
ppy Days.” 


COLUMNIST, TOO 


A daily newspaper column writ- 
ten by an assistant manager! The 
Ogden, Utah, Standard Examiner, 
heretofore devoid of a daily movie 
column, is now the possessor: of 
an intimate review of pertinent 
facts about stars and pictures, ed- 
ited by J. D. Braunagel, assistant 
manager of the Paramount, Og- 
den, Utah. 


Negotiations for this effective 
form of publicity for current and 
future attractions were arranged 
by R. C, Glassman, manager of the 
Publix Orpheum, Jack D. Marpole, 
manager of the Paramount, both 
in Ogden and Dick Older of the 
publicity department there. Mana- 
gers of theatres in small towns 


should be able to easily ‘swing’ a 
repetition of this stunt with their 
local newspapers by simply stress- 
ing the reader interest value such 
a column would command. Arch 


Reeve, on the coast, will supply. 


the data for such columns. 


Used With Sound Car 


Capitalizing on current interest 
in radio - equipped automobiles, 
Jonas Perlberg of the Florida, 
Jacksonville, put over a novel tie- 
up in connection with the Publix 
Entertainment Special. 


In cooperation with the Chrysler 
agency, Perlberg pulled the stunt 
on the busiest corner in Jackson- 
ville. A program was picked up 


by the radio set in a Chrysler “77” 


sport phaeton, then stepped up 
and re-broadcast by the Special, 
parked alongside. The demonstra- 
tion stopped traffic and the papers 
went for pictures and stories. 


CONTEST LETTERHEADS 
Detlerhoade, da use: inthe 


Louisiana District during the 2nd 


Quarter Contest carry a huge ‘‘We . 


Will!” as a background, and at ° 
the bottom a string of ‘racing ° 


orses, representing theatres’ rank- 
ings. Latter are moved weekly, 
as rankings change. 


ig a reality of millions of dollars 
- in investments that must be pro- 


~ and storm and flood, of millions of 


' thieves. 


Y department. 
a New York Bred 
4 Born and educated in New York 


by 


conquest ina chosen field, the awe 


was a “sand-hog” foreman in the 


INSURANCE 
HISTORY 


- On the wall of the office of 
Henry Anderson, manager of the 
_ insurance department for Para- 
mount and Publix, hangs a large 
' map of the country. Little pin- 

heads mark the towns and cities | 
- in which are located the corpora- 
tion holdings. It fires the imagin- 
- ation to visualize a far flung em- 
_ pire of gorgeous theatres, ware- 
houses, offices and distributing 
 genters, studios separated by a 
continent, foreign possessions. It 
 quickens the pulse to think of the 
_ millions of people that come in 
- contact week in and week. out 
_ with the products and possessions 
of Paramount Publix. It brings to 
the mind thoughts of romance, 


of immensity and grandeur. 
But behind so attractive a front, 


tected from the ravages of fire 


lives daily entrusted to the care 
of company employees, of thou- 
sands of dollars that must be kept 
safe from the itching palms of 


And this task of protecting the 
capital of investors from sudden 
catastrophes is in the hand of 
Henry Anderson of the insurance 


City, Anderson engaged actively 
in construction work as a mechan- 
ical engineer after obtaining his 
degree from New York University. 
He can recall the days when he 


silt under the Hast River helping 
puild the Pennsylvania Tunnel, 
and later when he was actively 
engaged in developments in Can- 
ada. 

His knowledge of this type of 
work made him a valuable ad- 
dition to the staff of the New York 
Fire Exchange, a rating organiza- 
tion, and later with the Associated 
Factory Mutual Fire Insurance 
Company, a similar organization. 

He next established connections 
with the Du Pont Company, Manu- 
facturers of explosives, and served 
in the capacity of engineer in con- 
nection with fire and accident pre- 
vention, and insurance. In the 
eight years he spent in this work, 
he acquired a practical knowledge 
of the ways and means of saving 
lives and property, and guarantee- 
ing reimbursements for losses, 
that make him today one of the 
leading authorities in the field. 

Joined Paramount 

More than six years ago, he 
joined Paramount as insurance 
head. At that time, as ‘theatre 
holdings were small, his duties: 
were concerned mostly with pro- 
duction work. But as Publix be- 
came a factor in the growth of 
the parent company, Anderson 

gradually extended the scope of 
his activities and the personnel 
of his department to take care of 
the additions. 

His department is not the un- 
interesting spot one might imagine 
it to be. A half hour spent lis- 
tening to him talk about the ac- 
tivity that goes on is as entertain- 
ing as anything in show business. 

“We make insurance history 
every day,’’ he declared. ‘‘Not so 
very long ago, for example, we 
were producing an aviation pic- 
ture in which we used forty planes 
flying in fairly close formation. 
How many companies would un- 
derwrite the men and equipment 
at short notice in a case like that? 

Byrd Film Insured 

“Of course, it’s what might be 
called the freak insurance that 
gives us trouble. We insured the 
Byrd film for a substantial sum 
knowing full well its importance 
as a company possession. We also 
insured the equipment and we col- 
lected on an’ automatic camera 
that was lost in an accident while 
filming from a particularly pre- 
carious position. All this of course 
was in addition to the insurance 

on Joe Rucker and Willard Van- 
der Veer. 

“In the usual course of busi- 
ness, we insure animal acts, un- 


‘These Publix personalities de 


depend upon theirs. 


our tasks enjoyable. 
an important part of its spa 


PUBLIX PERSONALITIES 


For this reason, 
ce to these brie 


HENRY ANDERSON 


pend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of everyone, and make 
PUBLIX OPINION is devoting 
f biographical sketches. 


Director, Paramount Publix Insurance Department 


usual publicity stunts, and what- 
ever else turns up. The negatives 
of new pictures are insured for 
millions. With the installation of 
candy machines in theatre lobbies, 
we made arrangements for any 
claims that might turn up for 
broken teeth, indigestion, or even 
poisoning.” 
Anderson made clear that the 
educational features of the depart- 
ment are fully as important as the 


obviously protective. 


charges are not a fixed rate but 
are determined from year to year 


Insurance 


by the experience throughout the 
circuit. A smaller percentage of 
accidents from year to year will 
aid materially in reducing the pre- 
miums, resulting of course in 
savings of thousands. 

Being of a mechanical turn of 
mind, Anderson, himself, is deeply 
concerned with ways and means of 
insuring the utmost safety to em- 
ployees and company funds. .He 


had on his desk whe 
a large sized square of bullet 
proof glass, a bullet proof port- 
hole, and the combination of a 
safe that has never yet been bur- 


glarized. 


scale. 


production 


the country, 
more and more complicated. The 
nadoes is now be- 
tudied because of 
their prevalence in certain local- 
ities. On the findings will depend 
whether or not that form of in- 
surance will be carried on a large 


question of tor 
ing carefully s 


n interviewed 


Always New Problems 
As Publix spreads throughout 


problems become 


studio. 


Probably the largest single form 
of insurance carried by the circuit 
is fire insurance. 
made for this form of insurance 
is underwritten locally to keep 
the money within the community, 
a point that managers might do 
well to remember. 

Probably the one thing abov*, 
which Anderson is proudest is the 
complete system of fire protection 
designed by him for the west coast 


Every policy 


Automatic 


sprinklers, 
plete outfit 
ment inclu 


Human Foibles 


The files of the department con- | 
tain hundreds of letters full of} 
human interest. The foibles of 
humanity are clearly displayed in 
the claims that are made again 
and again. Every woman who tears 
her stockings wears the kind that 
cost six dollars a pair, while every | 
woman who slips within a theatre 
building is in a dangerous con- 
dition. Long experience in dealing 
with affairs of this sort insures the 
organization proper protection. 


It was only natural that being 
an insurance ace Anderson should 
insure his future happiness by get- 
ting married. And it would be 
natural for him at the present 
time to teach his ten-year old 
daughter what not to do with 
matches. But (who said acquired 


characteristics are not 


itable?) he doesn’t have. to—she 


knows. i 


» 


WEDDING ON STAGE 


“Wedding Bells’ terminated its 
run at the Publix Strand, Knox- 
ropriate 
A local 
couple were married in full view 
of the audience. Gifts donated by 
local merchants were promoted by 
Manager James Cartledge. A two 
page co-operative ad appeared in 
the Sunday paper announcing the. 


ville, Tenn., with an app 
ceremony on the stage. 


event. 


hydrants, and a com- 
of fire-fighting equip- 
ding motor apparatus, 
manned by a double shift, were 
installed at a cost of a quarter 
of a million dollars. An employees 
emergency brigade was organized 
and outfitted with helmets, gas 
masks, oxygen tanks, ete., 
carefully instructed in first aid. 
Under his direction, picture sets 
that constituted a fire menace 
were removed or demolished, and 
the lot in general so subdivided 
that the possibility of a conflagra- 
tion has been eliminated. 
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ASSIGNMENTS | 


et oe ues 


New manager of the World and 
Empress Theatres, Kearney, Ne- 
praska, is Eddie Forrester. W. H. 
Bergmann goes to the Columbus 
and Swan Theatres, Columbus, 
Nebraska, replacing M. P. Gettier, 
resigned. 

With the transfer of C. T. Per- 
rin to the new Paramount Thea- 
tre, Cheyenne, Wyoming, Maurice 
Leahy of the Rialto, Colorado 
Springs, assumed management of 
the Paramount there. J. P. Read 
succeeds Leahy at the Rialto. 

Dennis Scaling is now manager 
of the Criterion, Enid, Okla., re- 
placing Hugo Plath. Plath takes 
over the Ritz, Weslaco, Texas, suc- 
ceeding T. Horton, resigned. 

C. E. Garden has relieved Al 
Fourmet at the Kirby, Houston, 
where he was temporarily assign- 
ed. Fourmet goes to Abilene, Tex- 
as, as City Manager, succeeding 
Milton Overman, transferred to 
the Rialto, Denison, Tex. 

Leo Ridout, formerly manager 
of the Rialto, Denison, has been 
promoted to the post of City Man- 
ager. He will manage the Star, 
Denison, as well. 

Maurice Rosenfield, formerly 
publicity director of the Orpheum, 
Waco, Tex., assumed management 
of the theatre on April 10th, re- 
lieving Hal Howard, resigned. 

J. T. Hughes has been transfer- 
red from the Arcadia, Ranger, 
Tex., to the Grand, Paris, Tex. 
Arthur Swanke, from J. A. Koer- 
pel’s Carolina Division, relieves 
Hughes in Ranger. 

Holden Swiger, recovered from 
his recent illness, has been assign- 
ed to the Denver Theatre, replac-|ager Vogel Gettier is succeeded at 
ing A. W. Baker. Baker assumes {the Capitol and Majestic Theatres, 
management of the Palace, Dallas. Grand Island, Nebraska, by George © 
J. Landers, formerly manager of McKenna. . 
the Palace, goes to the Aztec, San Office of District Manager H. D. 
Antonio, replacing Floyd Smith.| Grove is at the Fort, Rock Island, 
Smith’s next assignment is forth-| which he formerly managed. 
coming. Herbert Brenon, Jr., is manager 

Ray Falker is managing the| of the Uptown, Gardner, Mass., 
State, Omaha, succeeding Irving succeeding J. O’Keefe, resigned. 


a8 


JULY FESTIVAL 
WILL BEAT 
HEAT JINX 


July will be a Blue Ribbon 
month for Publix in Syracuse. 

Making his plans early for the 
summer slump, Manager Andrew 
M. Roy of the Paramount Theatre 
initiated a Blue Ribbon month 
movement that is receiving the 
whole-hearted support of the 
Chamber of Commerce, all local 
merchants, and the Syracuse Her- 
ald, one of the leading newspapers 
in upper New York State. 

A healthy start to the move- 
ment was given by the newspaper _ 
with a front page banner head 
and lead story announcing the 
event. Community leaders were 
quoted on the advantages that 
would accrue to the community 
during the month, and the en- 
thusiasm aroused was reflected all 
the way down the line. 

This type of activity started well 
enough in advance will gain force 
from day to day. It is not too 
early for showmen throughout the 
circuit to start the ball rolling for 
similar events. 


POLICY CHANGED 


Broadway Theatre, Chelsea, 
Mass., now operating on a show 
and a half afternoon and evening 
policy. 


Cohen, transferred to the Para- 
mount, Waterloo. District Man- 
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This is a 
| Profit Sharing Coupon! 


and 


{ Don’t clip it — just 
read it and act on it! 


< share in $30,000. 


There’s ammunition for the 
Second Quarter Prize Contest 
in your Bound Volume of PUB- 
LIX OPINION. Publicity 
hunches, exploitation stunts, in- 
stitutional stories—everything 
to put and keep your theatre in 
ihe public eye and your box- 
office in the public’s path. 


Keep your theatre in the Publix 
eye, too, by shooting your adap- 
tations of these ideas to PUB- 
LIX OPINION for publication 
NOW. Let your fellow show- 


men profit, too! 


inher- 
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Follow up this tip and you'll d 
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Share in those Profits! 
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NEW TITLE FITS 
“ NEWSPAPER 
SERIAL 


Elaborating on a tip recently 
Picked out of Publix Opinion, and 
retitling a unit show to coincide 
with the name of a new serial 
story being launched by the most 
powerful newspaper in the north- 
west, M. J. Mullin’s Northwest 
Division exploitation crew has 
just completed a tieup between 
the Minnesota Theatre and the 
Minneapolis Tribune that gives 
Publix showmen elsewhere a valu- 
able idea. 


Retitling the stage show to jibe 
with the name of a serial story 
about to start in the paper, the 
theatre arranged to have Osear 
Baum, conductor of its orchestra, 
compose a theme song dedicated 
to the newspaper yarn. This was 
used as a band number, with a 

uniformed usher crooning the 
chorus. 


In return, the newspaper pre- 
ceded the presentation with a 
series of 52 teaser ads, 1 x 2 in 
size, spread over four days, morn- 
ing and evening editions, worded 
“Stepping High”... .Read the story 
in the Tribune...And see it on 
the stage at the Minnesota Thea- 
tre...Starting Saturday.’”’ 


Full Page Ads 

A full page ad, devoted jointly 
to the theatre stage show and the 
newspaper story, broke the day 
before the opening of the show. 
Another similar full page cracked 
the following morning. Still 
another hit Sunday, the day after 
the show opened. Monday saw 
a half page devoted to the tieup, 
Tuesday another half page, and 
Wednesday the newspaper’s ad- 
vertising drive reached the finale 
with a smashing full page of copy 
divided 50-50 between the stage 
show and the serial story. 


of full page ads, news stories, 


the stage unit which had been 


When a newspaper co-operates! 


rotogravure section of the music called 


More than 140,000 copies of the 
theme song, printed on roto stock 
and with the picture of the thea- 
tre’s orchestra conductor on the 
cover with appropriate eredit, 
were distributed with the regular 

edition of the newspaper on the 
opening day of the show. Another 
170,000 copies went out the fol- 
lowing day as an enclosure with 
the Sunday edition. 


Approximately 12,000 two-color 
tack cards, 11 x 14, jointly selling 
the stage show and serial story 
with art and type ‘went up 
throughout the city as the tieup 
was launched, while 40,000 more 
went into the surrounding subur- 


drug stores, hotels, etc. 
House-to-House j 

Thé opening full page ad smash 
was followed up the next day with 
a house-to-house distribution of 
150,000 tear sheets, full news- 
paper page size, copy evenly di- 
vided between the stage show and 
serial story. Tuesday, another 
similar distribution of 150,000 
tear sheets was made. 

Over 25,000 copies of the theme 
song, with an enclosure containing 
the opening chapters of the serial 
story, were given away at the the- 
atre during the week. All ad copy 
pounded along the line ‘“‘Read the 
story in the Tribune. ..And see it 
on the stage this week at the Min- 
nesota Theatre.” 

It just so happened that five 
extra girls were needed as atmos- 


ban territory to country dealers, 


The tieup proved a sensation. 
The band number was encored re- 
peatedly at every show. Direct 
business galore resulted. And 
when it was all over, with the only 
cost to the theatre that of a 1- 
frame trailer used a week in ad- 
vance, the Minneapolis Tribune 
wrote: 

“This is just a note of ap- 
preciation for the way the Min- 
nesota Theatre went through 
with its end of our agreement 
on the serial story-stage show 
tieup. Every promise made was 
carried out to the end, and we 
have nothing but praise for the 
way you handled it. 

“For our part, we secured a 
very nice increase in circulation 
and we feel that the tieup was 
very much worthwhile.’’ 


THEATRE PARTY 
FOR GOOD WILL 


Continuing his campaign of se- 
curing the good will of local or- 
ganizations, by means of theatre 
parties, Robert Slote, manager of 
the Eastman Theatre, Rochester, 
N. Y., recently assisted the mem- 
bers of the Daughters of the Nile, 
in sponsoring a theatre party, pro- 
ceeds to be used in charitable 
work for crippled children. 

The women’s organization sold 
about 2,000 tickets, of which re- 
ceipts they received a small per- 


.several parades. 
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PROFITS ZOOM WITH UNIT 


Below are some of the tear sheets 
photographs, teaser ads, and the special 
“Stepping High” written for 


given that name to make it harmonize 


_ STEPPING HIGH | 


NAME CHANGE 


with the newspaper serial. The paper, in plugging the serial, never 
failed to mention the stage show at the Minnesota Theatre. Tremendous 
grosses that week proved the value of the stunt, which bears repeating. 
See the ‘story in the adjoining column. 
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Illinois Managers 
Capitalize On 
Auto Shows 


With several Illinois towns hav- 
ing auto shows, Publix-Great States 
managers got busy and instead of 
permitting them to interfere with 
business, made tie-ups which cap- 
italized on the shows. 

In Hlgin, Manager Fitzgibbons 
of the Crocker tied-in with the 
Dodge Agency, incorporating in 
his newsreel a sound shot showing 
a Dodge car, with no advertising 
or mention of the fact that it was 
a Dodge. In return, the agency 
purchased $55 worth of tickets for 
distribution among prospects, and 
brought them to the theatre in 
bannered cars. Other cooperation 
included tire covers on all Dodges 
which the agency had on the street 
during the show, newspaper ad- 
vertising, posters at the show, and 


In Joliet, District Manager Roy 
Rogan and M. BE. Berman tied-up 
with the Chevrolet agency, pro- 
moting a sedan which is the capi- 
tal prize in a contest for Rialto 
patrons. 


DISPLAYS GUN EXHIBIT 


Manager W. H. Bergmann se- 


°“°STERPPING HI 


THE GAYEST LOVE s1 uy 
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sear ir ae 20 
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centage. The local papers fea- 


Be fer the WE PRINS Oye TT ad che benene tn the form: of 


tage of the tieup in effect with the : : 
Tribune, the Mullin combination pea of a Rasen os ae 
sold the newspaper the idea of | ®tOTies on e ine. co-operation 
finding the girls, broke through given by the theatre management. 


‘ licit : h 
E aur and freaere ne ADMIRAL BYRD TO TALK 


and four and five-column art lay- 
outs, and turned out more than a puaeeRe 
hundred prospective Nancy Car- An address by Admiral Richard 
rols on short notice. H. Byrd will be one of the features 
Paper Appreciative of “With Byrd at the South Pole” 
As the campaign waned, the|when it is released by Paramount 
Publix boys kept smacking the|/in June.’ The Antarctic sequences 
ball on the nose, getting beautiful | will be synchronized with sound 
_ breaks in roto on Conductor Oscar | effects, vocal descriptions of par- 
Baum, as well as human interest |ticularly dramatic - portions, and 
hits on his little daughter rehears-|music by an exceptionally large 
ing the theatre orchestra on the | orchestra. 


cured a rare collection of old guns 
for a display on ‘The Lone Star 
Ranger” at the World, Kearney, 
Nebr. Insurance agency tie-up 
provided a_ policy covering the 
collection, and cooperative pub- 
licity. 


ANNIVERSARY PAGE 


Manager Wally Akin of the 
Arcadia, Dallag neighborhood 
house, capitalized on the anniver- 
sary of talking pictures in a big 
way. He got an entire page of 
pictures and stories in his neigh- 
borhood paper, and worthwhile 
space in the Dallas News as well. 
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UNUSUAL PARADE IDEA and dragging a string of tin cans, 


Manager B. D. Hooton staged such 

a parade plus appropriate banners 

on “The Love Parade,’ prior to its 

opening at the Genesee. Chrysler © 
tie-up provided cars. 


Since Waukegan, IIl., newlyweds 
are often more or less unwilling 
participants in a noisy automobile 
parade, riding in a smart roadster 


ELGIN GOOD -WILL GESTURE 


The Publix Theatres in Elgin, Iil., chipped in to pay for the ad 
reproduced below. This good. will gesture can also be adapted to 
other industries. In this case it was a wise move, especially during 
the Auto Show Exhibit. Through this means the aid of these merchants 
can be easily obtained, when necessary, for example, the use of cars 
during special campaign parades. 


PUBLIX- 


Theatres 


+++... in Motordom 


is-making its bow to the. buying-public this week at Elgin's-Auto 
Show, .... Here one will:find éreations of mah’s ingenuity that 
‘will bring joy and comfort:t¢ thousands of American households. 
++. The motor car of today ‘>in which, many of us will side 
when on our way to attend g-Publix Theatre .. .. to see and 
hear what is y 


New _ 
es the Show World 


iAt a Publix Theatre one will always find the: best and latest 
exeations of The New Show World being presented . .”. . always 


that which is new and in keeping with the trend towards greater 
entertainment, 


Puislix Theatres in Elgin 
RIALTO + CROCKER 


FALGE TALKS ON 


LIGHTING AT 
SCHOOL 


You can come very. near tell- 
ing what kind of a show you will 
see inside a theatre by the condi- 
tion of its outside electrical dis- 
play,’ F. M. Falge, Publix’ light- 
ing expert, told managerial school 
students at the last course. 


“Tf the upright and marquee 
are spotted with dead lamps, the 
show inside will be carelessly 
presented, the sound will be 
poor, and you probably won't 
enjoy it.” 

Falge summed up and drove 
home many points in connection 
with what the class had learned 
at the Edison Lighting Institute. 
Among the subjects on which he 
touched were the use of color in 
stage lighting and the relation of 
eolor and music. 


“In stage lighting,” Falge 
said, ‘‘work with the color cycle 
in mind. Then highlight with 
complementary colors, and 
make combinations of related 
colors. 

“T’d like to dispel some of 
the mystery which seems to sur- 
round the use of color with mu- 
sic. In lighting an overture 
which is a compilation of selec- 
tions in varying moods, for in- 
stance, the proper colors and 
corresponding intensity for each 
selection are almost self-ap- 
parent, For a waltza light blue 
flood is excellent. For lighter, 
brighter music, use lighter, 
brighter colors; amber, straw 
or pink for fox trots, pinks and 
reds for marches. For more 
sombre, heavier selections, use 
the darker blues, magenta, etc. 
The spot on your conductor 
should be in a lighter, related 
color. If there is a solo, contrast 
a light spot against a dark 
flood to make the soloist stand 
out. Finish the overture with 
a white or straw flood. Proper 
lighting will greatly enhance 
the effectiveness of any presen- 
tation.”’ 

In discussing stage show light- 
ing, Falge emphasized the fact 
that changes in the unit routine 
affect the lighting routine, and 
ofter destroy the lighting effective- 
ness and slow up the show. He 
advised the men not to make 
routine changes without consider- 
ing this. 
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PUBLIX PARKING SERVICE! 


The story in the adjoining column explains the presence of 
this large sign in the auto exit of one of the largest department 
This fine auto pdrking tie-up was accom- 
plished by M. F. Kelly, advertising manager of the Minnesota. 


stores in the West. 


Theatre Benefits 
By Parking 
Tie-Up 


An auto parking tieup that has 
passed the experimental stage and 
which is adaptable to almost any 
other point on the Publix circuit 
‘lig now in effect in Minneapolis, 
between the Minnesota theater 
and the Young-Quinlan Ramp, one 
of the most reputable stores in the 
mid-west. This tie-up was ar- 
ranged by M. F. Kelly, publicity 
director of the Minnesota. 

The store provides three uni- 
formed attendants who are on 
duty at all times in front of the 
theatre, to park cars of patrons 
desiring the service. Usual park- 
ing fee is charged. 

The store also supplies 150,000 
ecards for distribution, advertising 
the tieup. In its monthly state- 
ments mailed to a select list is 
enclosed another card prepared by 
the store calling attention to this 
service. Ads, 2'x 5, paid for by 
the store, frequently appear in the 
Sunday society section. 

A 5-foot cutout reading ‘Next 
time you attend the Minnesota 
Theatre, the Young-Quinlan Ramp 
Attendant will park your car’’ is 
the center of attraction in the ex- 
clusive waiting room of the store. 
An 8 x 16 foot board, with similar 
copy in colors, occupies the one 
and only head-on shot on the way 
down the ramp. 

In return for the above, the 
theater carries a 1-frame trailer 
calling attention to the service, 
when space allows, and on offtimes 
plugs it with a cutout in the lobby. 


STAGES “SONG FESTIVAL” 
Matt Press, 


Lucky Number Tie-Up 
Made With Street Cars 


A lucky number street car tie- 
up was effected by M. L. Elewitz, 
publicity director in Des Moines, 
prior to the opening of “General 
Crack’’ at the Paramount Theatre 
there. 

Teaser cards urging riders to 
watch space for General Crack 
lucky number trolley passes were 
inserted by car company while 
Paramount Theatre ran a trailer 
with winning numbers. The stunt 
was repeated with different trolley 
pass numbers when picture moved 
to Des Moines Theatre. 


the many cards displayed. 


Ww 


FREE CARDS AND SPACE 


An excellent street car tie-up has been effected by the Des Moines 
Theatre. The transportation company pays for all printing, 
theatre furnishes the ‘guest’ tickets. Every week a new attraction ts 
exploited. This arrangement tends to arouse interest in street car 
commutation tickets and therefore increases transportation business. 
The reproductions below, printed in attractive colors, 


atch this Space Feb. 5-14 
For Lucky Weekly 
Trolley Pass Numbers 
Entitling Holders to 
Free Admission To 


“GENERAL CRACK” 


while the 


are only two of 


327 «61202 9201 
537 3130 11091 
7163 W622 


Holders of These Weekly Trolley Pass Numbers 
Will Receive Guest Tickets 


To See JOHN BARRYMORE 
in “GENERAL CRACK” 
At DES MOINES THEATRE Feb. 8-14 


Present Your Pass at Box-office 


18330 
19901 


12392 16681 
13347 179951 
14953 18162) 


‘| Anderson was a smash co-op page 


Personal Contact 


Teachers Association. 


manager of the 
Saenger Theatre, Hope, Arkansas, 
staged a “Song Festival’ in con- 
junction with the Junior Parent 
Schools 
cooperated fully, declaring a half 
holiday and assigning students to 


il 
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RADIO AN ASSET 
IN BUFFALO 
THEATRES 


Half a dozen broadcasts a week 
through various radio stations 
keep the Publix theatres in Buffa- 
lo—and their current attractions 
—constantly in the ears of the 
public from which their patronage 
is drawn. 

“A novel and valuable feature 
of these broadcasts is that most of 
them are made from a studio on 
the balcony over the grand lobby, 
where they attract the interest of 
patrons and serve as lobby enter- 
tainment of pretentious nature,” 
says Milton Feld, division director. 
According to Vincent R.. Mc- 
Faul of the Publix-Shea organiza- 
tion, each of the Publix-Shea the- 
atres is mentioned many times - 
during these programs and they 
make it a point to play music from 
coming pictures, with the theatre 
name and opening date of the par- - 
ticular attraction emphasized. 
Each Sunday night, from 8:30 
to 9, the Shea Buffalo Little Sym- 
phony orchestra of sixteen men 
takes the air. The program is a 
mixture of semi-classical and pop- 
ular music and is sent over sta- 
tion WMAK of the Columbia 
chain. 

From 11:30 to 12 each Monday 
night, performers on the bill at 
the Hippodrome broadcast over 
station WGR of the NBC group. 

A matinee program by a string 
ensemble of thirteen is a feature 
every Tuesday afternoon from 
2:30 to 3 on the Columbia station 
WKBW. 

Henry Murtagh broadcast an 
organ program over WGR from 
12 to 1 every Tuesday night. 

Another Shea Buffalo Little 
Symphony broadcast on station 
WKBW holds the air on Wednes- 
day nights from 11 to 11:30. 

A strictly popular program from 
WKBW on Saturday nights from 
8:30 to 9 is offered by the Radio 
Ensemble of the Shea Buffalo 


Reaps Quantity 
of Good Will 


Furthering good-will towards 
the theatre on the part of its pa- 
trons, Walter M. Feist, Manager 
of the Tower in St. Paul, has made 
it a point to become personally 
acquainted with the head of each 
women’s organization in his com- 
munity. A constant personal con- 
tact is maintained, through the 
medium of personal or phone calls 
interspersed with occasional let- 
ters, keeping the theatre constant- 
ly in their minds. 


Feist’s friendly interest in these 
organizations has reaped an un- 
usual amount of good will. Of- 
ficers of the majority of the clubs, 
as well as the American Legion 
posts, with which he maintains a 
similar contact, attend the theatre 
weekly, dropping into Feist’s office 
after the picture to tell him what 
they thought of the show. 


Other phases of Feist’s’ exploi- 
tation effort include permanent 
tie-ups with a ballroom, a laundry, 
a grocery, a florist and a chain of 
drugstores. : 


SWANKE TO TEXAS 


sell tickets. 


A free full page ad in 
dominated by free tickets 
picture! 
this excellent newspaper tie-up. 


See “The Love Parade” 
Next Mon., Tues. and Wed., 
as Guest of the Daily News 


Regardez 


Arthur Swanke has relinquished 
the management of the Strand, 
Anderson, S. C. to Sam Hammond 
of the Alhambra, Charlotte, 
Swanke goes to Texas for assign- 
ment under Division Manager 
Barry Burke. His parting shot in 


AND 


Monday, Tuesday, 


NOW HERE’S HOW TO 


on ‘‘She Couldn’t Say No,’’ accom- 
panied by an excellent institution- 
al. story on the anniversary of 
talking pictures. 


CRASHES FRONT PAGE 


Manager Carlos Freis of the EI- 
lanay, El Paso, sold a newspaper 
on a classified-ad contest and 
landed front-page ads in both 
morning and evening editions. 
More space in the classified sec- 
tions, too, and names of seven 
“Sunnyside Up’’ songs scattered 
among the ads as basis for the 
contest. | 


tickets to the Majestic FREE! 


All Set? All Right 


_ 


FREE FULL PAGE AD 


the Kankakee Daily News which is NOT 
but which is used as a direct plug for the 
H. E. Webster, manager of the Majestic, 


Maurice Chevalier Talking to You 
I’m Inviting You to See My Latest Picture 
Free as Guests of 


THE DAILY NEWS 


The name of it is 


“THE LOVE PARADE” 


Wednesday at the Majestic 


Just Clip the Coupon in the right hand corner below and 
get one of your friends to sign it, agreeing to subscribe to 
the Daily News for 90 days; and you're all set to let Mau- 
rice entertain you FREE! You don’t have to collect any 
money from your friend. He agrees to pay the carrier boy 
10 cents each Saturday during the 90 day period and that’s 
all. Thetrbring the coupon to the News Office and get two 


There are still a few people in Kankakee who do mot sub- 
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Stage Band. 


is responsible for 


Just a Few Minutes Time and 
You CanSee “The Love Parade” 
FREE 


Mes Amis! 


IT PLAYS 


SEE IT ABSOLUTELY FREE! 


scribe to the News. They either borrow it from their neigh- 
bor or buy it on the street. Tell them how much better it is 
to have TO-DAY’S NEWS TODAY delivered right on their 
door step than it is to borrow it or carry it home from up- 
town. Come on now let’s go see Maurice FREE! and by 
the way, you don’t have to live right in Kankakee to get,in 
on this! If you live ina nearby town where the Daily 
News maintains boy deliver and want to see Maurice FREE 
Okey with us. 


See You at the Majestie! 


Have This Filled Out and Bring it to 
The Daily News for Two Tickets 


YOU HAVE THE 
MERCHANDISE 
SELL IT! 


vol. 
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ee I regard “Know Your Organization” as more than a mere slogan. It is a policy that affects every one in 
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in every grade. 


| Publix 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 


Publix S Opinian 
Published by and for the Press Representatives and Managers of 


PUBLIX THEATRES CORPORATION 
SAM KATZ, President 
A. M. Borsrorp, Dr. Advertising Benj. H. Serxowicu, Editor 


a ) Contente Strictly Confidential : 
_ THE RULE OF REASON 


Publix has few definite, iron clad rules for its showmen. The 
tule of reason is the principal rule that prevails. 

Publix believes that a policy of too close paternity, that too much 
mothering, is harmful. The same thing that happens in individual 
families, occurs with large corporations and nations which, after all, 
are only larger families. If a boy is mothered too much, coddled, 
has everything prepared, thought out, and done for him, he grows 
up to be a weak, irresolute and ineffective person, without initiative, 
originality or backbone — a “sissy.” The same is true with the 
peoples of nations. This was. clearly shown in the early history of 
America when the carefully mothered French proved no match for 
the sturdy, reliant and aggressive English colonists whose mother 
country was too much engaged in its own wars to devote much at- 
tention to them, and left them to plan, work and fight out their own 
lives. That robust, confident, self-made handful of men formed the 
foundation of our great and Prosperous country. The French in 
this country, on the other hand, have become a scattered and dis- 
Organized race. . . 

This same principle applies equally to industrial or any other 
kind of organizations. 

One of the outstanding reasons for the great success of Mr. 
Adolph Zukor and Mr. Sam Katz is that, by a natural astuteness 
and instinctive understanding, they have known how to build their 
respective organization on fundamental and inviolable principles, 
Thus, in the case of Publix, the mothering attitude has been con- 
spicuously absent from the very start. Sympathetic help, advice, 
interchange of ideas — yes, but no lavish mothering, 

In every phase of the company’s operation — advertising, thea- 

tre management, booking, production etc, — the only rule that has 
prevailed is the rule of reason, the individual reason, originality 
and initiative of the person who happens to be doing the job. 
Everyone has been and is allowed to do his own thinking, planning 
and execution, subject, of course, to the control of his more experi- 
enced seniors. That has been one of the greatest forces inthe 
building of our man-power, the bulwark of Publix success. 
It would be well if everyone in Publix were to follow the ex- 
ample of Messrs. Zukor and Katz with the persons who are under 
their immediate jurisdiction. Let your men do their own thinking, 
Let them figure out their own problems. Help them and guide 
them, but let them work in the light of their own reason. Only in 
that way can you make them self confident and self reliant. Only 
in that way can you Prepare one or two men to step into your shoes 
and thus open the way for your promotion. 


HALF- SHOWMAN 


The program is the merchandise of the theatre, its very 
reason for existence. Any theatre manager, therefore, who 
neglects in thought expenditure, advertising or exploitation, so 
important a part of his Program as his short subjects, is not 
completely doing his job. He is only half a showman. And 
a half-showman, like any other being which requires a complete 
entity to exist, is practically no showman at all. 

The reason for this is that if he only does a half job on his 
program, he will probably do the same on his advertising, sound 
supervision, personnel training, cleaning and the many other 
details oférunning a theatre. In other words, his theatre will 
only be half run. In these days of keen competition, such a 
theatre can not stand very long. 


Publix wants no half showmen. It gives everything, in 
opportunity, help, advice, encouragement, facilities for self- 
betterment and training. It is only fair that it should expect 
everything its men can give in return. 


Publix Theatres Corporation, Paramount Building, 


ALL-STAR RADIO 
PROGRAM FOR 
APRIL 26TH 


The greatest assembly of motion 
picture stars in the history of 
radio entertainment will be 


{brought together as the highlight 


of the Paramount-Publix hour 
which is to be put on the air Sat- 
urday night, April 26th, at 10 
o’clock over the Columbia network. 

Headed by Clara Bow, who is 
making her air debut at this time, 
twenty stars of the screen are to 
entertain radio audiences of the 
Columbia System in a program 
which will be broadcast both from 
Hollywood and New York. Among 
the favorites who are scheduled to 
appear are members of the cast 
of the Paramount production, 
“Paramount on Parade” and in- 
clude in addition to Miss Bow, 
Jack Oakie, Ruth Chatterton, 
Skeets Gallagher, Leon Errol, Lil- 
lian Roth, Eugene Pallette, Gary 
Cooper, Mary Brian, Stuart Erwin, 
Richard Arlen, Nino Martini, Wil- 
liam Austin, Clive Brook, Charles 
“Buddy” Rogers, Zelma O’Neil, 
Little Mitzi Green: and Harry 
Green. 

With Miss Bow acting as hos- 
tess, most of the group of mo- 
tion picture talent will assemble 
in the Paramount studio ir Holly- 
wood for a “party of the stars” 
which will be put on the air from 
the film capitol.. Two of the play- 
ers, Jack Oakie and Little Mitzi 
Green, now in New York, will con- 
tribute their share of the hour 
from station WABC. 


= 
NEW YORK 
PROGRAM / 
PLOTS 


Week Beginning April 18th 


New York Paramount 

1. ‘‘Easter’’ — Orchestral Pro- 
duction 

2. Paramount News & Sound 
Trailer on “Light of West- 
ern Stars” 

8. Organ Concert—Mrs,. Craw- 
ford 

4, 

5 

6 


ll 


Publix Unit—Paul Ash 
- “Young Man of Manhattan” 
—Paramount : 
- Trailers 

135 minutes 

_ Brooklyn Paramount 

1. ‘Easter’? — Orchestral Pro- 
duction 


Mmmm 
HTT 


Organ Concert—Earl Abel.. 
- Publix Unit — Minnevitch, 
Mitzi Green 


142 minutes 
Rivoli Theatre— (April 24) 
“Paramount on Parade’— 
First Week 
Rivoli Theatre—(April 19) 
Paramount Sound News.... (10) 
“Fit to Be Tied’? — Para. 
mount a - (10) 


abs 
2. 
3. 
1) (11) 
5. 

6. 


120 minutes 


Criterion Theatre 
“The Vagabond King” — 
Tenth Week 
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New York, Week of April 18th, 1930 
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Second Quarter Campaign 


Special Pictures 


' High Society Blues, 


| Live Lobbies 
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YOU HAVE ‘HE 
MERCHANDISE 
SELL IT! 


No. 


SAM KATZ, President, Publix Theatres Corp, 


issue! 


Watch Publix Opinion for this service in every Watch the 


trade papers for it, too! 


LENGTH OF FEATURES 


Make 


Foot- Runn’g © 


Subject Character age Time 


Crazy That Way —7 reels 

(AT) 5666 
6445 
7160 
5275 
6050 


6060 
7350 


Fox 63 min. 


United Artists 

- Paramount: 80 min. 

Mystery— 

Man From Blankley’s— 

8 reels (AT)....... Warner 
Royal Romance —7 


Warner 59 min, 


67 min. 
Columbia 67 min. 
MGM 82 min. 

LENGTH OF TALKING SHORTS 

PARAMOUNT 

Sunset Hunter (Bruce Scenic)..... 
News No. 72..... 
News No. 78........ 


Bubble Party ........ 
Chester Conklin—‘Mas 
Betty & Jerry Br 
Absent Minded .... 
Find the Woman 

G. Martinelli— ‘P 
Fred Keating— 


J - PA 
Western Whoopee (Sound Fables) 
Review No. 4 
FITZPATRICK 
People Born in April. ay 


Kiddie Cabaret , 


Length of Synchronous Shorts 
PUBLIX 


Haster Greetings . 
PARAMOUNT 

Yes, We Have No Bananas (Song cartoon).. 

Fire Bugs (Talkartoon) ; 


Length of Non-Synchronous Shorts 
PARAMOUNT 
News No. 12... <5% 


\ 
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Institutional 
4 
6 


6 


1-2 

Drive ‘‘Worst’’ Is Over.. 
Eagle Screams as Momen- 4 
tum Increases 5 


General Merchandising 

Start Fighting Outdoor 
Lure. Now, Says Mr. 
Katz 

Watch 
Stars! 

Films En 
dren 

Good Institutional Story.. 

“When the Show is Over” 
—a Good Feature to 
Plant 


Profit Sharing Coupon... 


The Big Pond, 
by Russell Holman...., 
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by Glendon Allvine.... 
Ladies Love Brutes....... 
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Weekly Radio Program..... 12 
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Cobo Go on 
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N.V.A. Relief Drive 
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Treat . 
Some Novel Throwaways. 
Utah Manager is Column- 
ist’ 
Rad. 


10 
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